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* E would feel lost without our * Who 

Makes It? ° constantly at hand.” Literally 
thousands of dealers have written substantially to 
this effect of the constant usefulness of the now 
current issue. 


The new 1933 edition will be even more useful. 
Over 6000 changes—elimination of concerns out of 
business, addition of new concerns, new product 
headings, ete.—have been made and all of the lists 
have been checked and revised. 


on 


September 23 


The new. revised and greatly 
improved 


Coming 


Annual 
Directory Number 
of Hardware Age 


The only Buyer's Guide in the 
hardware trade. In general, 
year-long use by buyers of 
hardware and kindred prod- 
ucts throughout the country. 


Watch for your copy 
® 


A highly important addition is an **index to 
Produet [aformation” which will closely in- 
dex for ready reference the detailed information 
offered by manufacturers concerning their several 
products. This will enable you to turn at once to the 
description and illustration of a product as offered 
by the several manufacturers. 

Another important feature will be a ** List of Job- 
bers’ Brands,” added to the new edition be- 
cause of the many requests we have received for such 
information. 


You have told us the help offered by “The Annual Directory Number” is indis- 
Pensable. You will find the convenience and helpfulness of the new edition even 





The Hardware Dealers’ Magazine” 


come 


more so. Watch for your copy and put it in service at once. 
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*Order from Your Jobber Today 


Backed by 


DRI-BRITE’S GREATEST 
NATIONAL MAGAZINE CAMPAIGN 


Reaching 28,000,000 Prospects this fall in 


Good Housekeeping Saturday Evening Post 


Ladies’ Home Journal House and Garden 
McCall’s Magazine Better Homes and Gardens 
Woman’s Home Companion Sunset Magazine 


“=> 


MIRACUL WAX Co., St. Louis ~ New York ~ Chicago ~ San Francisco 
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How Do You Sell 
16 and 20 Gauge Shotguns? 











ANY men, who would not consider any- 
thing but a 12-gauge shotgun a few 
years ago, are now live prospects for 16 or 20 
gauge guns when they are told about modern 
Remington developments in these smaller 
gauges. 
Remington 16’s and 20’s in both the Model 31 
slide action repeater and the Models 11 and 
“Sportsman” autoloaders are chambered for 
23%4-inch shells. This allows you to shoot the 
equivalent of 314 drams of powder and 11% 
ounces of shot in the 16 gauge—as much as 
is in the average 12-gauge load; and 234 drams 
of powder and 1 ounce of shot in the 20 gauge, 








——ae 
Model 31 
Slide Action Repeating 
hotgun 


12, 16 and 20 Gauges 





Model 11 
Autoloading Shotgun 
12, 16 and 20 Gauges 


which is as heavy as the usual 16-gauge load. 


Naturally these guns are lighter in weight and 
They are ideal 


for Skeet and average upland shooting with 


easier to carry than the 12’s. 


regular loads, and they are powerful enough 
for ducks with Kleanbore Nitro Express Shells 
and the new Auto Express, the heavy load for 
16 gauges. 

Now’s the time to put some snap into your 
gun department and here’s one way to do it. 
Push the Remington Models 31, 11, and 
“Sportsman”’ in 16 and 20 gauges. Your job- 
ber will supply them. 


REMINGTON ARMS COMPANY, INC., Bridgeport, Connecticut 


Originators and Sole Manufacturers of Kleanbore Ammunition 


ALWAYS SELL 


emin&eton, 


KLEANBOR 


AMMUNITION 
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astop-look-and- 
buy tli splay 


that pulls in the dimes! 


Just as Savabrush puts new life into 
old brushes, so this full-color Sava- 
brush display will put new life into 
your top-o’-counter sales. Ten cents 
is no money at all to Mr. Handy Man 
when it will do the life-saving-trick 
for two (or more) paint brushes. 


Remember, too, that Savabrush is 
now being nationally advertised. 
That means a lot of folks who never 
heard of Savabrush will head for 
your store...with a round little dime 
all ready to roll into your “register”. 

Be prepared! Keep this Savabrush & I 
display smack on your counter 

where they’re sure to see it! Schalk 
Chemical Co., 357 East Second St., 


Los Angeles. Eastern Branch: 3932 
South Lincoln St., Chicago. 
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ALWAY MS —Theory gives way to facts 
S > S Turory is one thing—facts are another. 
F E, NCE A Users of Zinc-Insulated Fences know from expe- 
E E rience that they perform perfectly the service 
their given tasks economically. Because of this— 
PE RFOR MANCE a majority of farmers will continue to purchase 


fence on the basis of time proved quality—and 






expected from them—and that they accomplish 




















not on claims or promises based on theory. 
As a result—the largest selling brand of fence 
in the world—the best known brand of fence— 
continues to offer you greater sales volume and 
consequently greater profit possibilities. 

Now is the time to act—if you are not handling 
Zinc Insulated Fences, or our steel fence posts, 


write for complete details. 
ed at |p 


4 
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Zinc-Insulated Fences 
Steel Fence Posts 
American Steel Gates 
Banner Poultry Fences 
Protector Poultry Fence 
Netting 
Bale Ties 
Nails, Tacks, Staples 
Barbed Wire 
National Expanding 
Anchor Dirt Set End and 
Corner Posts 
Wire Clothes Lines 
Wire of all kinds 











AMERICAN STEEL & WIRE COMPANY 


208 South LaSalle Street, Chicago SUBSIDIARY OF unreo QS srares STEEL CORPORATION — Em ne Site Mit. New York 
i i ., Baltimore 
94 Grove Street, Worcester AND ALL PRINCIPAL CITIES irst National Ban g-, r 
Pacific Coast Distributors: Columbia Steel Company, Russ Building, San Francisco Export Distributors: United States Steel Products Company, New York 
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Year after year, in good times and 
bad, Lionel leads its field by a wide 
margin. Always Lionel advertising 
wroduces inquiries, sales — profits. 
“~ publication on the Lionel list 
is a known quantity—sure to deliver 
results. 

Starting November a radio pro- 
gram—dramatic and intensely in- 
teresting—will be broadcast over the 
coast to coast Blue Network of the 
National Broadcasting Company— 
52 stations every week, Wednesdays 
and Sundays. 


This powerful supplement to 
Lionel’s nation-blanketing publica- 
tion advertising is certain to bring 
millions of boys to dealers’ stores. 


SENSATIONAL NEW FEATURES — 
“THE CHUGGER” and REMOTE CONTROL 


A sound device, ““The Chugger,” developed 
by Lionel engineers giving the effect of 








Play safe this year— 
concentrate on Lionel 


steam exhaust—the last word of realism in 
miniature railroading. Installed in all 
Lidnel Standard Gauge steam type loco- 
motives (except the 390E) wal in “O” 
Gauge locomotive No. 260E. - - 


Every Lionel locomotive in sets to sell 
from $5.75 up is now equipped with RE- 
MOTE CONTROL. This is the most out- 
standing advancement in miniature trains 
in the history of the industry. 


.-. And don’t forget the Lionel- 
Ives mechanical trains .. . the 
most efficient and beautiful 
mechanical line made . . . 
also the greatest value! 


YOU CANNOT GET YOUR SHARE OF 
ELECTRIC TRAIN BUSINESS WITHOUT LIONEL 


The new Lionel line was the sensation of the 
Chicago Toy Fair. Immediately ordersstart- 
ed pouring in. Today Lionel sales are away 
ahead of last year. 14 Lionel men are in the 
field with new samples and details of every 
Lionel product. Protect yourself on de- 
liveries and prices. Place orders now. 


For full particulars onthe NEW LIONEL 
LINE, wire The Lionel Corporation, 15 
East 26th St., New York City, U.S. &., 
or 58 East Washington St., Chicago, IIl., 
or 718 Mission St., San Francisco, Calif. 














GREATER FEATURES 
GREATER ADVERTISING 
GREATER SALES 
THAN ALL OTHER 
ELECTRIC TRAINS 
COMBINED 










IONEL 


ELECTRIC TRAINS 
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ie! A tile for Every Purpose 





This display is lithographed in 8 colors. Dimensions 44” by 36". 
Side cards 9” by 16". Can be electrically lighted. 


A central unit for a quality tool display 


The Nicholson File Display is a thoughtfully designed piece of sales 
promotion resulting in a carefully constructed unit, made with the a sar cme 
. current needs of the hardware merchant in mind. Modern window , a5 @”) ay i 
ate display trends are towards groups of merchandise rather than single - i - J / 
items. Window Displays of quality tools are popular and success- ae FOR YOUR J¢ tiie 
ful in many parts of the country. weals, & gil Blew 
ae . 9 +g Af 7s 





The Nicholson File Display will act as a central unit for a window 
devoted to quality tools. Its dimensions are not too large, and not 
too small. They are just right for the average merchant to use in 
connection with other quality tools. 


A limited supply of displays is now available and while they last 
will be sent without charge to dealers who request them. Send for 
yours today, using the coupon, and try your hand at building a 
quality tool window display with the Nicholson File Display as a 
central unit. Nicholson File Company, Providence, R. I., U.S. A. 


Gens 
NICHOLSON FILES 


NICHOLSON FILE COMPANY, Providence, R. I. 


Gentlemen: Please send me Nicholson File Display. I understand it is free, with shipping charges prepaid. 
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Stir Up Business 
by Going After It e 


USE OUR ADDRESSING SERVICE FOR YOUR 


DIRECT MAIL SALES EFFORTS 


and assure yourself Maximum Success at Minimum Mailing Cost 


THE REASON WHY? 


Hardware Retailers with 
Names and Addresses Verified and Corrected 


RIGHT UP TO THE MINUTE OF ADDRESSING 





Addressed According to Annual Sales Volume as follows— 


12,611 MAJOR HARDWARE RETAILERS whose sales exceed $30,000.00 
annually and who account for more than 80% of all hardware retail 
sales. 


7150 HARDWARE RETAILERS whose sales are between $20,000.00 and 
$30,000.00 annually. 


16106 HARDWARE RETAILERS whose sales are less than $20,000.00 
annually. 


Only our many years daily contact with the hardware trade publishing 
HARDWARE AGE and HARDWARE AGE VERIFIED LIST makes 
possible such An Addressing and Mailing Service Nowhere Else Obtainable. 
We Gladly Make It Available to You at Rates that are Extremely Moderate. 


WRITE FOR PRICES 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th St., New York 


Gentlemen: 


Kindly advise me your charge for addressing a mailing as checked. 
} 35, i | ist). 
LS Seren aree " “ S ie cae a tm os d $30,000.00 Annuall 
- BROADSIDES —to— ’ ajor Har ne ers whose sales excee ,000. nnually. 
(0 7150 Hardware Retailers—sales $20,000.00 to $30,000.00 Annually. 
[]) CIRCULARS . 
© 16106 Hardware Retailers—sales less than $20,000.00 Annually. 


DEE HEED cnvsccndcccccsccoseusetbesodecesscccssaned MUIR 5 sche 2as Sok Ginrlbe Kaa oa roteuieict ann teas wee) <3 
DED Heedicrrcvnspacedscburtansadinbesnessscees snes gen SOUR es ces 2 A asec es baa ise ee wae ete ana a ieee 
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Something Worth Talking About 
When You Sell 








TYPE 3001 


Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball-bearings for carrying the weight of the door. 

The reversible bevel side plates present a pleas- 
ing and neat appearance when applied to the door. 


~-(CHICAGO)— 
SPRING HINGES 


Chicago Spring Hinge Company, 
CHICAGO NEW YORK 
U. S. A. 








Riflemen everywhere 


want HOPPE’S No. d 


Dealers who display this time- 
tested Nitro Powder Solvent, 
which removes leading, metal 
fouling and powder residue, 
and prevents rust in gun 
bores, always have continu- 
ous sales. Our small counter 
Display holds one dozen 2 oz. 
bottles. 


Another mer seller is 





The Oil that wen’t gum. Because of its high 
viscosity, less oil is needed. Best for the mov- 
ing parts of guns, fishing reels and every 
household purpese. 


we" 


iy) ak In 1 and 3 oz. cans. 
(UBRIC ATIN 


Write today for a supply of our Gun Clean- 
ing Cuides, imprinted with your name, to 
give to your customers. 


FRANK A. HOPPE, INC. 
2314-H N. 8th St., Philadelphia, Pa. 


Representatives 

Ed. W. Simon Ce., Inc., 302 Broadway, 
New York City 

H. L. Bewlds, Masen Theatre Building, 
Los Angeles, Calif. 








ents in Fume? hler 
ExtRvubeEp at PADLOCKS 


Provide exclusive 
additional security 
thru special 
features in 
pin tumbler 
construction. 
They are 
truly an 
achievement 
in locking 
service. These locks have 
been tried for many years 
and proven trustworthy 
under all conditions. 


CORBIN CABINET LOCK CoO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN,., U. S. A. 


NEW YORK CHICAGO PHILADELPHIA 
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SUPERIOR 
BRAND 
HARDWARE 
CLOTH 


Copper-Bearing 
Steel 
Standard 


Size Wires 


It costs no more 


‘ « 
ao ce mh it 
ee ot . 4 Peers > eee 
ek > ree th 

NE “Ee 


‘Somes: 


for this quality 
product. 
At your jobber 


G. F. Wright 
Steel & Wire Co. 


WORCESTER, MASS. 


New York Atlanta 
Chicago Les Angeles 




















Constructed to Make Skaters 
Happy and Increase Sales 


Roller skates do more than provide a 
quicker means of travel than walking— 
they promote healthful, enjoyable exercise 
for skaters of all ages. 


There’s a “difference” in skates, however. 
Be sure the kind you sell are constructed 
right. 


UNION HARDWARE 


Ball-Bearing 
Extension Roller Skates 


are right in every way—easy rolling, sturdily 
built, attractively finished and moderately 
priced. 


Every customer is pleased with them and 
pleased customers are the best advertisement a 
product can have. That’s why Union Hardware 
Roller Skates keep skaters happy and increase 
sales and profits for every dealer. Keep 
supplied. 


All Jobbers Handle Union Hardware 
Roller Skates—Send for Latest Catalog 


> : 
Reg. U. S. Pat. Of. SE Ue Ne Ctony Aloe 
1h THe OH ARDWARE aceeek 


TORRINGTON, CONN. 
Established 1854 
New York Office 151 Chambers St. 
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pec home in your city, or town can 


use ACME BALL BEARING CASTERS. 


Here is an item for everybody. And, many 


sets in any home—beds, tables, chairs, dressers, ii 
ee Page ate if 
vanities. The opportunity is almost unlimited. Hi 
iy 


Quick sales. Liberal profits. 
ACMES roll. They roll easily and quietly in any i 


direction. Save rugs, floors, carpets and cuss- f 










words. 
Roll ‘em Yourself 


Just roll an ACME on the counter, or 
on the palm of your hand. The sale 
quickly follows. Stock acmes. Sell 
ACMES. 


THE ScHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 





Get Your 
Share of ACME 


Profits 





Every 
Hardware 
Merchant 
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A New 


and Improved 


COMBINATION 


PADLOCK 


ERE is the newest Yale achievement 

—a combination padlock that is 
built and operated like the famous Yale 
Bank Lock...and it provides the secure, 
dependable protection for which Yale is 
known the world over. 


This padlock offers hardware merchants 
a fine opportunity for profitable volume 
business. It is particularly adaptable for 


use in schools, clubs, Y.M. C. A.’s—and 


everywhere there are locker systems. It 
provides greater security and does away 
with the lost key nuisance. 


Order samples and get in personal touch 
with all the schools and other institutions 
in your community. Show the officials 
this lock—point out its advantages. 

















Yale Combination Padlock No. 649 
Suggested retail price . . . $1.00 








FEATURES 


% inch hardened steel shackle, cad- 
mium plated, 1%6 inch clearance. 
a 
Dial and back are made of Yale Die- 
Cast Metal, securely locked in a one- 
piece unit by a heavy and highly 
polished nickel silver case. 
& 
Large dial, numbers easily read. 
& 
Shackle cannot be locked out of case. 
s 
Combination cannot be “felt out”. 
a 
40,000 different combinations are 
possible. 








NOTE: The Yale Combination Padlock is sold only 
through the hardware trade—never direct. The hard- 


ware merchants are protected in every transaction. 


THE YALE & TOWNE MFG. CO. 


STAMFORD ‘ . 


CONNECTICUT, U.S.A. 
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WHAT IS SOLKA? 


Solka is highly purified 
cellulose fibres, the same 
remarkable ingredient as 
used in the manufacture of 
textiles, shoes, roofings, and 
a host of products that 
require resistance to deteri- 
oration from age or exposure. 
Solka fibres have tremendous 
strength, flexibility and tough- 
ness and yet are so absorbent 
that they are preferred for 
use in the manufacture of 
products which require 
the maximum impregnation. 
Solka fibres when felted 
together as a base for Asphalt 
Roofings are permittedtocarry 
the inspection label of the 
Underwriters’ Laboratories. 
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The following roofing manufacturers list 
Solka Base Roofings in their price schedules: 


The Philip Carey Company 
MeHenry-Millhouse Mig. Co. 











“1. LONGER. 
BIFE 


2. MORE 
FLEXIBILITY 


3. GREATER 
STRENGTH 


Resists tear and puncturing to 
unbelievable degree. 


4. FIRMER © 
NAIL GRIP. 


_ Clings to nails under wind pres- 
sure without breaking or cracking. 











; 





Demonstration of Strength and 
Nail Grip Qualities Convinces 


Even the Most 


4 gers Solka Roofing ,illustrated was 
taken from a roof after a severe 
wind test. When nails were removed, 
no cracks or breaks were found to in- 
vite leaks. Even the nail holes hardly 
showed, due to the high asphalt content 
of the Solka base and its remarkable 
resiliency. 

If you sell roofings in territories fre- 
quented by heavy winds, choose your 
favorite brand but insist upon a Solka 


and re-roofing jobs. 
Name of Company 


Name of Individual 





The Weaver-Wall Company CH nvrroes sre 
WHEN IN NEW YORK BE SURE TO SEE THE SOLKA EXHIBIT—ROOM 1411, GRAYBAR BUILDING 
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BROWN COMPANY, Portland, Maine 6-9-33 


Tell us about the Solka Sales Demonstration Plan. We want more roofing 


Skeptical .. . 


(purified cellulose) roofing base. Then 
you can demonstrate as well as talk 
roofing life, strength, toughness, flexi- 
bility and firmness of nail grip— 
extra sales features of roofing made 
of Solka. 

Mail the coupon for the Solka Sales 
Plan and Demonstration Packet. It’s 
a money maker that lifts you out of 
profit-destroying competition. Send 
for it today. 
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The Retail Code Hearing 


A Summary of the Outstanding Features of 
the Retail Code Hearing at Washington, 
D. C., August 22 to 24, 1933 


ORE than 700 men and women, 
interested in the future of re- 
tailing, attended the Retail 

Code Hearings in Washington, D. C., 
August 22 to 24, 1933. Of these, at 
least 50 represented retail hardware 
interests, and were the spokesmen for 
the National, State or local associa- 
tions. The so-called Unified Retail 
Code had been basically amended 
twice, prior to its presentation at the 
hearings by Lew Hahn, president, Na- 
tional Retail Dry Goods Association. 
Outstanding changes were: a 44 hour 
work week instead of 40 hours; execu- 
tive exemption based at $30 a week in- 
stead of $35 and a plea for a longer 
work-week basis should such be granted 
to any other retail groups. Obviously, 
the last point referred to the longer 
hours anticipated for food, grocery and 
drug stores which are not included in 
the general retail code, yet sell many 
lines in competition with the general 
group. This competitive phase came up 
for frequent argument but was con- 
stantly ruled out by Deputy Adminis- 
trator A. D. Whiteside, who con- 
ducted the hearings. These code 
changes were made, it was stated, in 
deference to the wide-spread protests of 
small-town dealers in all fields repre- 
sented. 

After three days and three nights of 
discussion, a further revised code, 
bearing only partial resemblance to 
the originally submitted document, was 
accepted by the hardware, dry goods, 
variety, mail order, furniture, clothing, 
shoe, music, department and general 
stores groups. This code now goes to 
General Johnson and then to Presi- 
dent Roosevelt for approval and signa- 
ture. It is, of course, subject to fur- 
ther and even complete revision by 
either or both of these executives. 
Hope is expressed that the final code 
may be available on or shortly after 
Sept. 1. It becomes effective one week 
after receiving the President’s signa- 
ture. 

As it now stands, the code provides 
a graduated work-week basis of 40, 44 
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and 48 hours and a sliding scale of 
minimum wages from $10 to $15 a 
week, depending upon the size of the 
town and the total number of hours 
a store is open for business. A $1 dif- 
ferential, in favor of the Southern ter- 
ritory is included. The unfair trade 
practices covered in earlier codes are 
essentially the same in spirit but re- 
vised in text for clarity. The ban on 
prison-made goods was eliminated in 
favor of a plan of study to be fol- 
lowed by a recommendation on the 
subject. All attempted references to 
competing retail fields not represented 
in this code were ruled out. The com- 
plete text of the retail code, as de- 
veloped at the hearings, appears in this 
issue on pages 17, 18 and 19 and 
should be read carefully by every 
hardware merchant and his employees. 
This text will undoubtedly be further 
revised. But as it stands, it represents 
an intelligent compromise among a 
group of retail fields. It should cer- 
tainly serve as the foundation for the 
final official code. 

Throughout the entire proceedings, 
retailers expressed approval for the 
basic NRA idea, welcomed the higher 
wages, shorter hours plan and hailed 
the outlook for regulations which 
might curb unfair practices. Substan- 
tially higher minimum wage scales 
were sought by labor representatives 
and a 48 hour work-week was sought 
by employers. The result, as the text 
shows, was a compromise on_ both 
points. 


Partial Price Control But 
Hardly “Price-Fixing” 


The hearings ended late Thursday 
night. Next morning newspaper head- 
lines shrieked “price fixing,” but those 
who had such hopes could only shake 
their heads sadly. In the true sense of 
the expression, price fixing had not 
been a dominating factor in the retail 
code hearings, despite news reports to 
the contrary. It is partially offered in 
the clause “10 per cent above cost” 


under Unfair Competition, but this is 
a long way off from real and complete 
price fixing. (See Article VII in the 
text of the code pages 17, 18 and 19, 
this issue.) There is more said about 
stopping advances than checking price 
cutting. 

General Johnson characterized the 
retail code as most important because 
it effects 1,500,000 businesses and 
5,000,000 employees. He said there was 
a need of rules but not of czarism, that 
the NRA lifted inhibitions on coopera- 
tive action. He promised “there would 
be no trifling with the Blue Eagle.” 
He admitted that chiselers, for the 
time being, might cheat this bird of 
hope, but promised such practices 
would not continue. These cheaters 
will have a fair hearing before losing 
their Blue Eagle, but once it is lost it 
cannot be regained. Full facts of each 
removal case will be known to the 
public. In closing, the General stressed 
(for the first time at a code hearing. 
it is reported) the urgency of includ- 
ing clauses on unfair practices and ad- 
vised retailers to resist unfair price 
advances which were in excess of 
known advanced costs. 

Throughout the first day, Donald 
Richberg, counsel for the NRA, partici- 
pated in the discussions, asking ques- 
tions of witnesses, suggesting reword- 
ing of clauses and passing on the le- 
gality of proposals. 

Then came the presentation of the 
code by Lew Hahn. He said the six 
sponsoring national retail associations 
(hardware, furniture, mail order, shoes, 
clothing and dry goods) represented 
in each field, the majority interest in 
sales volume and number of employees, 
but not necessarily a numerical major- 
ity. He made it quite plain, however, 
that every fair effort had been made to 
consider the problems of the smaller 
stores. It was consideration for these 
smaller stores, he said, that lead to the 
revisions in the code filed on Aug. 5. 
It was learned that the revised code 
(presented at this hearing), dated Aug. 
14, had not been filed. But the techni- 
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cality was waived following a whispered 
conference between Deputy Whiteside 
and Counsel Richberg. 

Each national retail association pre- 
sented its credentials, established its 
authority to represent a trade and ap- 
proved the text of the code as pre- 
sented by Mr. Hahn. 


11,303 Paid Members in the 
N. R. H. A. 


E. W. Peterson, Florence, Wisc., 
president of the National Retail Hard- 
ware Association, submitted an au- 
dited report which he stated was evi- 
dence that this association had, as of 
Aug. 1, 1933, a total paid membership 
of 11,303. He explained that the recent 
Chicago N.R.H.A. Congress voted code 
authority to the National board; which 
had approved the text as presented by 
Mr. Hahn. Managing director H. P. 
Sheets of the N.R.H.A. quoted Dept. of 
Commerce figures showing 25,000 retail 
hardware stores in 1930. If 15 per cent 
of these have failed in the meantime, 
said Mr. Sheets, there are now about 
21,000, so that N.R.H.A. paid member- 
ship of 11,303 represents more than a 
50 per cent representation. (Harp- 
WARE AGF records, corrected constantly, 
show a current total of more than 
34,000 retail hardware stores.—Ed.) 
Other national retail organizations pre- 
sented similar data covering their 
fields. 

As the code under discussion called 
for longer work-week hours than the 
earlier text filed Aug. 5, each group 
was asked to justify the change. Past 
N.R.H.A. president Thos. B. Howell, 
Richmond, Va., presented a factual 
brief based on the N.R.H.A. annual 
surveys, 1929 to 1932 inclusive. These 
data established: that hardware em- 
ployment had decreased only 10 per 
cent and that employee wages had de- 
clined only 15 per cent, whereas, sales 
per person employed were down 41 
per cent; salary expense increased from 
13.29 per cent to 18.65 per cent in the 
1929 to 1932 period; that clerks’ an- 
nual salaries in 1929 averaged $1,341; 
and $1,130 in 1932; that margin was 
26.50 per cent in 1929 and 25.61 per 
cent in 1932; expenses, 23.99 per cent 
in 1929 and 35.21 per cent in 1932; 
that existing store hours are 66 hours 
with 60-hour work-weeks for employees 
and that a reduction of working hours 
from 60 to 48 hours means a 20 per 
cent increased payroll, while a change 
to the 40-hour work-week basis would 
increase the payrolls 33 1/3 per cent, 
an excessive amount. 

Mr. Howell explained that the hard- 
ware trade had joined with the other 
groups in presenting the initial retail 
code specifying a work week of forty 
hours in the desire to cooperate with the 
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recovery administration in fullest 
measure. Referring to the attitude of 
the hardware association officials he 
continued: 

“They did not believe, and do not 
now believe, that such a limitation of 
working hours is logical or practicable 
in view of the problems before the 
trade. 

“They have now joined in present- 
ing a complete code which provides for 
a forty-four hour basic week. Even 
this longer week is inadequate to the 
necessities of the hardware trade, and 
the pressure from hardware merchants 
is for a working week of forty-eight 
hours or longer. 

“However, the subsequent granting of 
a forty-eight-hour week to two other 
retail groups has changed the situa- 
tions existing at the time the initial 
and complete codes were filed and is 
presumed to indicate a changed admin- 
istration attitude in respect to the limi- 
tation of working hours in distribution. 

“The first tentative code for the 
hardware trade was sent to affiliated 
associations on the 24th of June, and 
thereafter by them to such numbers of 
merchants in their respective areas as 
was thought necessary to an accurate 
cross-section of representative opinion. 

“The returns to a _ questionnaire 
showed that the great majority thought 
a forty-eight hour week entirely too 
short for their business, but because 
forty-eight had been suggested as a 
probable maximum, a goodly percent- 
age thought they should of necessity 
meet the requirement. 

“Subsequent revisions specifying the 
forty hour week have been put out from 
time to time, with the almost universal 
reaction that such a reduction of hours 
is impossible for the hardware trade, 
and that if they are forced to it, the 
casualty list will be heart-breaking. 


Hardware Trade Wants 48 
Hours ot More 


“Replies to questionnaires, letters and 
other evidence show dealer opinion as 
being more than 95 per cent insistent 
on forty-eight hours or more. (An in- 
dependent study of this hours question 
made by Harpware AcE brought to 
light very similar trade opinions—Ed.) 

“The explanation of such insistence 
is that the retail hardware trade is one 
of public convenience and necessity. Its 
stores stock and sell service mer- 
chandise of a demand character. They 
cater largely to industry and agricul- 
ture. Because of the requirements of 
customers, hardware stores must open 
early and close late. Mechanics, indus- 
trial workers, contractors and others 
prefer to purchase their tools and other 
supplies on their ways to and from 
work. Hardware stores must be open to 


serve them. The farmer wants to buy 
his parts, repairs and other goods car- 
ried by the hardware store at times 
most convenient to him; often after his 
own long day’s work is done. 

“In certain agricultural sections, 
dairy farming communities are an ex- 
ample, farmers must come to their 
respective buying centers at an early 
hour and, to serve their requirements, 
hardware retailers must also open their 
places of business early in the day. 

“Hardware merchant cannot restrict 
his store hours unduly; he must keep 
his store open to conform with his cus- 
tomers’ requirements, and to meet his 
competition. Other retail outlets, not- 
ably drug stores and grocery, are his 
direct competitors on many items. 

“Tt will be distinctly disadvantage- 
ous to the hardware dealer if he is sub- 
jected to more restrictive regulations 
than those imposed upon these com- 
petitors. If he is not to see his business 
go elsewhere, or suffer an unfair handi- 
cap, regulations should apply as to 
store and work hours to all alike. 


Retailers Must Sell 
NRA to Public 


“Therefore, when he asks for a forty- 
eight-hour week, he feels that he will be 
measuring fully to the spirit of the re- 
covery act, and that shorter employee 
hours will work a serious hardship 
upon a business that is already badly in 
the red.” 

A. E. Ogden, Boston, Mass., hard- 
ware merchant, confirmed Mr. How- 
ell’s arguments and offered similar fig- 
ures based on New England studies. 
R. J. Atkinson, Brooklyn, N. Y., a past 
N.R.H.A. president, stressed the need 
of the longer hour basis, because the 
one-man and family-operated stores are 
the biggest competitive factors in the 
business. He said retailers had the 
biggest NRA job on their hands—they 
would have to sell the public on the 
necessity for paying higher prices inci- 
dent to the N.R.A. program. Repre- 
sentatives of other retail fields concur- 
red with these hardware claims and of- 
fered data of their own as additional 
evidence that longer retail hours 
should be permitted. 

A surprise witness was Clarence Dar- 
row, celebrated criminal defense law- 
yer. He opposed the banning of prison- 
made goods, saying such restriction was 
inconsistent in a movement based on 
“idealism and humanism.” Prisoners, 
he said, need work and their small 
wages most of all people, that their 
families on the outside may not starve 
nor become public charges. During 
the hearings, several prison officials 
from many states offered similar pleas. 
Apparently they met with some suc- 

(Continued on page 48) 
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The Text of the Retail Code 


As Amended and Revised on August 24, 1933 


Food, Grocery and Drug Stores Not Included But Will Prepare 
and Submit Separate Code or Codes—This Code Not Final But 
Subject to Further Revision at the Discretion of General Johnson 
and the President—It is Hoped That Final Retail Code Will Have 
Official Approval Shortly After September 1, 1933 


Code of Fair Competition 


for the Retail Trade 
As revised August 24, 1933 


To effectuate the policy of Title I of 
the National Industrial Recovery Act 
the following provisions are established 
as a Code of Fair Competition for the 
retail furniture, hardware, mail order 
houses, clothiers and furnishers, dry 
goods associations, shoe retailers, and 
any other branches of the retail trade 
which may hereafter be included 
within these provisions. 


ARTICLE I. 


Application of the code, Section 1. The 
provisions of this code shall apply to any 
individuals or organizations selling the 
merchandise at retail provided, however, 
that this code shall not apply to selling 
at retail in food or groceries stories or 
drug stores, and provided also that it shall 
not apply to any other branch of retail sell- 
ing which may hereafter come under a 
separate code of fair competition approved 
by the President of the United States. 

Section 2. The provisions of this code 
shall specifically apply to, but shall not 
be limited in its application, to the fol- 
lowing retail establishments, classified ac- 
cording to the principal commodities and 
popular designations. 


(a) Retail Furniture Stores, meaning 
those dealing in carpets and rugs, 
furniture, draperies, beds and bed- 
ding, and/or kindred lines of home 
furnishings and equipment. 


a 


Retail Hardware Stores, meaning 
those dealing mainly in commodities 
such as mechanics tools, building 
supplies and similar implements for 
the home or farm; stoves, ranges 
and kitchen supplies, cutlery, china 
and glass, and/or kindred lines. 

(c) Mail Order Houses, meaning those 
whose main appeal for trade is 
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through mail order catalogues and/ 
or those who also operate depart- 
ment or specialized stores in addi- 
tion to their mail order business. 

(d) Retail Men’s and Women’s Clothing 
Stores and Furnishing Stores, mean- 
ing those who deal mainly in the re- 
tailing of men’s clothing and fur- 
nishings for men and women, and 
for shoes and hats for men and boys. 

(e) Retail Shoe Stores, meaning those 
dealing mainly in shoes for men. 
women and children; hosiery. and/ 
or kindred lines. 

(f{) Women’s Specialty Stores, meaning 
those dealing mainly in women’s 
and misses’ apparel, millinery, un- 
derwear, shoes, hosiery, dress ac- 
cessories, toilet goods, and/or 
kindred lines. 

(g) Department Stores, meaning those 
dealing mainly in men’s and 
women’s outer and under apparel and 
accessories; dressmaking fabrics, 
trimmings and supplies; linens and 
cosmetics; and generally all of the 
lines mentioned above, including 
furniture. hardware, men’s clothing 
and shoes: food and drugs, and/or 
kindred lines. 

(h) General Stores, meaning those deal- 
ing mainly in general dry goods; 
women’s and children’s apparel and 
accessories; and/or foods, house- 
hold supplies and_ miscellaneous 
items needed by residents of smaller 
communities. 

Will be a description of variety 

stores, and (j) will be a description 

of music stores. 


Section 3. Any branch of the retail 
trade which has not participated in the 
formation or establishment of this Code 
may within ten days after the effective 
date thereof make application to the Ad- 
ministrator to operate under a_ separate 
Code of Fair Competition, and the Ad- 
ministrator may, if justice requires, stay 
the application of this Code to such 
branch pending the approval by the Presi- 


dent of the United States of a Code of 
Fair Competition for such branch. 


ARTICLE II. EFFECTIVE DATE. 


The effective date of this Code shall be 
one week after its approval by the Presi- 
dent of the United States. 


ARTICLE III. LABOR PROVISIONS. 


Section 1. All employers in the retail 
trade shall comply with the following pro- 
visions of Section 7 (a), of Title I of the 
National Industrial Recovery Act: 

(a) Employees shall have the right to 
organize and bargain collectively 
through representatives of their own 
choosing, and shall be free from 
the interferences, restraint, or 
coercion of employers of labor, or 
their agents, in the designation of 
such representatives or in_ self-or- 
ganization or in other concerted ac- 
tivities for the purpose of collective 
bargaining or other mutual aid or 
protection. 

(b) No employee and no one seeking 
employment shall be required as a 
condition of employment to join any 
company union, or to refrain from 
joining, organizing or assisting a 
labor organization of his own choos- 
ing. 

(c) Employers shall comply with the 
maximum hours or labor, minimum 
rates of pay, and other conditions of 
employment, approved or prescribed 
by the President. 

Section 2. On and after the effective date 
of this Code, no person under the age of 
sixteen years shall be employed by any 
member of the retail trade, except that 
persons between fourteen and sixteen may 
be employed for not to exceed three hours 
per day, and these hours between 7 A. M. 
and 7 P. M., in such work as will not 
interfere with hours of day school; it is 
provided, however, that where a State law 
prescribes a higher minimum age, no em- 
ployer shall employ within such State any 
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person below the age specified by such 
State law. 


ARTICLE IV. STORE HOURS AND 
EMPLOYEE HOURS. 


Section 1. On and after the effective 
date of this Code, no employee of any re- 
tail establishment, open for business 52 
hours or less shall work more than forty 
(40) hours per week, except as follows:— 


(1) In stores which are open for busi- 
ness not less than fifty-six (56) hours nor 
more than sixty (60) hours per week, em- 
ployees may work not more than forty- 
four (44) hours per week. 

(2) In stores which are open for busi- 
ness sixty-three (63) hours or more per 
week, employees may work not more than 
forty-eight (48) hours per week. 

(3) Nothing in this section shall apply 
to executives, whose salaries are thirty 
dollars ($30) per week or more, nor to 
registered pharmacists, or other profes- 
sional persons employed in their profes- 
sion, nor to outside salesmen, nor to de- 
livery or maintenance employees, which de- 
livery and maintenance employees may 
work forty-eight (48) hours per week or 
more, if paid time and one-third for all 
hours over forty-eight (48) hours weekly. 

(4) All employees may be permitted to 
work not more than forty-eight (48) hours 
per week for a period not to exceed three 
(3) weeks in any six months. 


ARTICLE V. WAGES. 


Section 1. On and after the effective 
date of this Code, retail stores shall es- 
tablish minimum weekly rate of wages for 
a work week specified in Article IV, Sec- 
tion 1, as follows: 

(1) Within cities of over 500,000 popu- 
lation (by reference tu the 1930 Federal 
Census) at the rate of $14.00 per week 
for a forty (40) hour work week, at the 
rate of $14.50 per week for a forty-four 
(44) hour week and at the rate of $15.00 
per week for a forty-eight (48) hour work 
week. 

(2) Within cities of from 100,000 to 
500,000 population (by reference to the 
1930 Federal Census) at the rate of $13.00 
per week for a forty (40) hour work 
week, at the rate of $13.50 per week for 
a forty-four (44) hour work week and at 
the rate of $14.00 per week for a forty- 
eight (48) hour work week. 

(3) Within cities of from 25,000 to 100,- 
000 population (by reference to the 1930 
Federal Census) at the rate of $12.00 per 
week for a forty (40) hour work week, at 
the rate of $12.50 per week for a forty- 
four (44) hour work week and at the 
rate of $13.00 per week for a forty-eight 
(48) hour work week. 

(4) Within villages, towns and cities of 
from 2500 to 25,000 population (by refer- 
ence to the 1930 Federal Census) all 
wages shall be increased from the rates 
at which they were on June 1, 1933, by 
not less than 20 per cent, provided that 
this shall not require wages in excess of 
$11.00 per week but in no case shall the 
minimum be less than $10.00 per week. 


(5) Within villages and towns of less 
than 2500 population (by reference to the 
1930 Federal Census), all wages shall be 


18 





increased from the rates at which they 
were on June 1, 1933, by not less than 
20 per cent, provided that this shall not 
require wages in excess of $10.00 per week. 

(6) In the South all minimum wages 
specified in this Section shall be $1.00 
less provided, however, that in no case 
shall the minimum wage be less than 
$10.00 per week, except in villages and 
towns of less than 2500 population, in 
which villares and towns all wages shall 
be increased from the rates at which they 
were in June 1, 1933, by not less than 
20 per cent. 

The South is defined as the following 
States: Virginia, West Virginia, North 
Carolina, South Carolina, Georgia, Florida, 
Kentucky, Maryland, District of Columbia, 
Tennessee, Alabama, Mississippi, Arkansas, 
Louisiana, Oklahoma and Texas. 

Section 7 under Article 5, junior em- 
ployees, between the ages of 16 and 18 
years inclusive, may be paid at the rate 
of $2.00 less than the minimum wage 
otherwise applicable to them for a work 
week for the first 12 months of their em- 
ployment; and apprentice employees over 
18 years with less than 1 year’s experi- 
ence, may be paid at the rate of $1.00 less 
than the minimum wage otherwise ap- 
plicable to them; except thai, in no case, 
shall the minimum wage rate be less than 
$10.00 per week except in villages and 
towns of less than 2500 population (by 
reference to the 1930 Federal Census). 


ARTICLE VI. PRICES AND 
CONTRACTS. 


Section 1. No member of the retail trade 
shall increase the price of any merchan- 
dise sold after the effective date of this 
Code over the price existing on July 1, 
1933, by more than is made necessary by 
the absolute amount of increases in pro- 
duction, operating, replacement or invoice 








WE DO OUR PART 


iS reign AGE has complied 

with the President’s agree- 
ment by conforming with the sub- 
stituted provisions of the code 
submitted for the magazine and 
periodical industry. It has signed 


the required certificate of com- 
pliance and will continue to display 
the blue eagle in each issue. 
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cost of merchandise due to the operation 
of the National Industrial Recovery Act, 
or by taxes or other costs resulting from 
action taken pursuant to the Agricultural 
Adjustment Act, since July 1, 1933, and in 
setting such price increases members of 
the retail trade shall give full weight to 
probable increases in sales volume and 
shall refrain from taking advantage of the 
consuming public. 

Section 2. Where costs of executing con- 
tracts entered into before June 16, 1933, 
in this trade for the purchase of goods 
at fixed prices for delivery during the 
duration of this Code are increased by 
the application of the provisions of the 
National Industrial Recovery Act, it is 
deemed equitable and promotive of the 
purposes of the Act that appropriate ad- 
justments of such contracts to reflect such 
increased actually incurred costs be ar- 
rived by mutual agreement or arbitral pro- 
ceedings or otherwise, and the Retail Trade 
Authority provided for in Article VIII 
hereinafter is constituted an agency to as- 
sist in affecting such adjustments. 


ARTICLE VII. TRADE PRACTICES. 


To effectuate the purposes of the Na- 
tional Industrial Recovery Act all members 
of the retail trade shall comply with the 
following trade practices, and violation of 
any of them shall constitute an act of 
unfair competition within the meaning of 
the Federal Trade Commission Act and 
amendments thereto: 

(1) No member of the retail trade shall 
sell of offer for sale any merchandise at 
less than his net invoice delivered cost or 
current market delivered cost, whichever 
is lower, plus 10 per cent to insure that 
labor costs shall be at least partially cov- 
ered. 

(2) Nothing in the preceding para- 
graph, however, shall be interpreted to 
prevent bona fide seasonal clearances of 
merchandise so advertised or plainly 
marked or of highly perishable or damaged 
goods so advertised or plainly marked, nor 
shall any member of the retail trade, for 
the purpose of a bona fide discontinuance 
of the handling of any line, when it is so 
advertised or plainly marked, be estopped 
from selling said merchandise at less than 
net invoice’ delivered cost plus 10 per cent 
to insure that labor costs at least shall 
be partially covered. 

(3) No member of the retail trade shall 
use advertising (whether printed, radio, 
display or of any other nature) which is 
inaccurate and/or in any way misrepre- 
sents merchandise (including its use, trade- 
mark, grade, quality, quantity, substance, 
character, nature, origin, size, material 
content or preparation), or credit terms, 
values, policies, or services; nor shall any 
member of the trade use advertising or 
selling methods which tend to deceive or 
mislead the consumer, including “bait” of- 
fers of merchandise. 

The term “bait offer of merchandise” as 
used herein means the practice whereby 
a member of the trade through an appeal 
by price, brand, description, or other 
means, attracts prospective customers into 
his store and then through inadequate or 
disparaging sales presentation or through 
the quantity available, or through other 
means places obstacles in the way of the 
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purchase of the advertised merchandise 
and forces upon the prospective cu: tomer’s 
attention other merchandise upon which a 
greater profit is to be realized. 

(4) No member of the retail trade shall 
use advertising which refers directly or by 
implication to any competitors or their 
merchandise, prices, values, credit terms, 
policies or services. 

(5) No member of the retail trade shall 
use advertising which lays claim to or 
implies a policy or continuing practice of 
generally underselling competitors. * 

(6) No member of the retail trade shall 
secretly give any thing of value to the 
employee, or agent of a customer for the 
purpose of influencing a sale, or in fur- 
therance of a sale render a bill or state- 
ment of account to the employee, agent or 
customer, which is false in any material 
particular. 

(7) No member of the retail trade shall 
promote or take part in commercial mer- 
chandise lotteries, or schemes of chance. 

(8) The National Retail Trade Au- 
thority, provided for in Article VIII here- 
after, shall make recommendations to the 
Administrator looking toward the regula- 
tion of the buying and selling of prison- 
made goods by members of the retail trade. 


ARTICLE VIII. ADMINISTRATION. 


Section 1. To effectuate further the 
policies of the Act, a National Retail 
Trade Authority is hereby set up to act 
as a planning and fair practice agency for 
the retail trade and to cooperate with the 
Administrator in the administration and 
enforcement of this Code. This Authority 
shall be constituted as follows: 

(1) Two representatives, elected by a 
fair method of selection approved by the 


Labor Provisions of Wholesaler’s 


ITH some revisions, the labor 

provisions of the proposed 

wholesale hardware code have 
been approved at Washington. The text 
of this tentative code sponsored by the 
National Hardware Association was 
published in the August 3, 1933, issue 
of Harpware Ace. When submitted to 
the NRA, the code also had the sup- 
port of the Southern Hardware Jobbers’ 
Association which made it the joint 
proposal of both jobbing bodies. Ap- 
proval covers only the labor provisions 
but a general hearing on the complete 
code is expected at an early date. The 
changes in the published text are an- 
nounced by George A. Fernley, secre- 
tary-treasurer, N.H.A. as follows: 


ARTICLE VI—Labor Code 
3. MAXIMUM HOURS 


(a) On and after the effective date (at 
once) of this code employees (other than 
factory or mechanical workers or artisans, 
outside salesmen or watchmen) shall not 
be employed more than forty hours per 
week; provided, however, that during 
Christmas, inventory or other peak periods 
employees may be employed forty-eight 
hours per week not to exceed three weeks 
in any six months; provided that outside 
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Administrator, of each of the following 
branches of the retail trade: 


(a) Furniture Stores. 

(b) Hardware Stores. 

(c) Mail Order Houses. 

(d) Clothing and Furnishings Stores. 
(e) Dry Goods Stores. 

(f) Shoe Stores. 

(g) Limited Price Variety Stores. 


(2) A representative or representatives, 
without vote, appointed by the President 
of the United Sates. 

Section 2. The National Retail Trade 
Authority may from time to time present 
to the Administrator recommendations 
based on conditions in the trade which will 
tend to effectuate the operations of the pro- 
visions of this Code and the policy of the 
National Industrial Recovery Act. 

Section 3. The National Retail Trade Au- 
thority shall, subject to the approval of 
the Administrator, require from members 
of the retail trade such reports as are 
necessary to effectuate the purposes of 
this Code and may, upon its own initiative 
or upon complaint of any person affected, 
make investigation as to the functioning 
and observance of any provision of the 
Code and report the results of such in- 
vestigation to the Administrator. 

Section 4. The National Retail Trade 
Authority shall, subject to approval of the 
Administrator supervise the setting up 
within local trading areas of local com- 








DDITIONAL Comments on 
the Retail Code Hearings 
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delivery men and maintenance employees 
may be employed forty-eight hours per 
week. 

(b) The hours of any store or service 
operation shall not be reduced to below 
fifty-two hours in any one week unless such 
hours were less than fifty-two hours be- 
fore July 1, 1933, and, in the latter case 
shall not be reduced at all. 

4. MINIMUM WAGE. On and after 
the effective date of this code, members of 
the industry shall establish minimum week- 
ly rates of wages for the industry as fol- 
lows: 

(a) No employee shall be paid less than 
$14 per week in the northern part of the 
United States; nor less than $13 per week 
in the southern part of the United States, 
in any city of over 500,000 population, or 
in the immediate trade area of such city. 

(b) Nor less than $13.50 per week in 
the northern part of the United States; nor 
less than $12.50 per week in the southern 
part of the United States, in any city of 
between 250,000 and 500,000 population, or 
in the immediate trade area of such city. 

(c) Nor less than $13 per week in the 
northern part of the United States; nor less 
than $12 per week in the southern part of 
the United States, in any city between 
2500 and 250,000 population, or in the im- 
mediate trade area of such city. 

(d) The southern part of the United 





mittees for the purpose of assisting in the 
administration and enforcement of this 
Code within such local area. 


ARTICLE IX. GENERAL. 

Section 1. The Associations presenting 
this Code, representing the various 
branches of the retail trade included 
within its provisions, shall impose no in- 
equitable restrictions upon admission to 
membership in their organizations. 

Section 2. The provisions of this Code 
shall not be interpreted or applied to pro- 
mote monopolies or monopolistic practices 
or to eliminate or oppress small enter- 
prises or discriminate against them. 

Section 3. This Code and all the pro- 
visions thereof are expressly made subject 
to the right of the President, in accord- 
ance with the provisions of Clause (10) 
(b) of the National Industrial Recovery 
Act, from time to time to cancel or modify 
any order, approval, license, rule or regu- 
lation, issued under Title 1 of said Act, 
and specifically to the right of the Presi- 
dent to cancel or modify his approval of 
this Code or any conditions imposed by 
him upon his approval thereof. 

Section 4. Such of the provisions of 
this Code as are not required to be in- 
cluded therein by the National Industrial 
Recovery Act may, with the approval of 
the President, be modified or eliminated 
as changes in conditions or experience may 
indicate. It is contemplated that from 
time to time supplementary provisions to 
this Code or additional codes will be sub- 
mitted for the approval of the President 
to prevent unfair competition practices “and 
to effectuate the other purposes and 
policies of Title 1 of the National Indus- 
trial Recovery Act. 


Code Approved 


States is defined as the following States— 
Virginia, West Virginia, North Carolina, 
South Carolina, Georgia, Florida, Ken- 
tucky, Maryland, District of Columbia, 
Tennessee, Alabama, Mississippi, Arkansas, 
Louisiana, Oklahoma and Texas. 

(e) Employees, in towns of less than 
2500 population shall have all wages in- 
créased by not less than 20 per cent; pro- 
vided that this shall not require wages in 
excess of $11 per week. Employees between 
the ages of 16 and 18 years inclusive, with 
less than six months experience shall be 
paid not less than $2 per week less than 
the above rates; provided, however, that 
the minimum wage shall not be less than 
$11 per week. 

(f) Apprentices are to be limited to one 
six months period of apprenticeship, and 
shall not exceed 5 per cent of the total 
number of employees of each employer and 
further shall be paid, during the period of 
apprenticeship not less than $1 per week 
less than the above rates; provided, how- 
ever, that the minimum wage shall not be 
less than $11 per week. 

The minimum rate of pay herein pre- 
scribed establishes a guaranteed minimum 
rate of pay regardless of whether the em- 
ployee is compensated on the basis of a 
time rate or on a piecework performance. 

Employees receiving more than $35 per 
week not affected by hours of labor. 
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APPY days are here again for 
H the village blacksmith in 
Richwood, Ohio. Old Dobbin 
has staged a come-back! The work 
horse has come into his own once 
more on the farm and in the city. 
Eighty-two years old and going 
strong, Nate Spratt has been shoeing 
horses for 60 or 70 years. But not 
for many a year has his anvil rung 
so busily as ‘in the last 12 months or 
so. ; 
And the village harness-maker, 
Arch Sparks, at 55 a mere youngster 
compared to Nate, but still a veteran ; | 
of 40.years’ experience, stitches con- 
tentedly in the knowledge that his 
almost forgotten craft is once more 
required in the world’s work. gE 

Happy days are here, too, for F | 
Frank Riley, hardware merchant, for 
in the depression year of 1932-33 he 
has had to almost double his store’s 
space to take care of his expanding 
business. 

Significant is the fact that on thou- 
sands of small and medium-sized 
farms not only in Ohio, but all over 
the country the work horse is replac- 
ing the tractor which, many farmers 
feel, helped put the mortgage on the 
farm. They look to the horse to help 
take it off. 

For several years there has been a 
gradual return to the horse as an 
economical source of farm power. In 
the last year there has been a rush. 
Horse prices have mounted steadily 
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Frank Riley, of Richwood, Ohio, engages Arch Sparks, ex- 
perienced harness maker, and sets up a regular harness 

shop in his hardware store. Arch is kept busy making and 
fitting harness, collars, sweat pads, etc. 
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—says FRANK RILEY 


for 
in 
ybin 
ork 
nce 
ity. 
ing 
ing 
not 


ing 


re 


from $30 or so up to $100, and there 
has been an almost unprecedented 
demand for harness, horseshoes, light 
horsedrawn tillage and harvesting 
equipment of all sorts, collars, sweat- 
pads, and so on—in fact all things 
connected with the use of the horse, 
on the farm, in city hauling, or on 
the race track. It is one of the bright 
spots in the hardware industry today. 

Riley privately points out that he 
is enjoying the new horse business, 
particularly in harness and acces- 
sories, because he deliberately got 
ready to take care of it when he saw 
it coming. Frank Riley runs a farm- 
er’s store, and he knows farmers. Be- 
fore opening his hardware business 
he worked in the local branch of a 
creamery company for nine years, 
and then put in a year or so as the 
representative of a well-known cream 
separator manufacturer. He foresaw 
the return of the horse to the farms 
all around Richwood, and he pre- 
pared for it. 
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When Riley took over his store 16 
years ago it had a small harness 
stock, which he closed out. For the 
past five years or so he has been sell- 
ing horse collars, and when a little 
over a year ago farmers began to ask 
more and more frequently about 
work harness, he determined to put 
himself into a position to meet their 
demands for all horse supplies. 


- 


Right in Richwood there was Arch 
Sparks, survival of the once numer- 
ous, but now almost extinct harness- 
makers’ guild. In the past year Arch 
had made and disposed of only a doz- 
en sets of harness. No doubt Arch 
could do better working with him, 
Riley thought. And so he bought him 
out and moved the shop, with Arch 


(Continued on page 49) 





















The display room and repair or ser- 
vice department, Riley Hardware Co., 
Richwood, Ohio, used to properly ser- 
vice the resumed and constantly grow- 
ing demand for sweat pads, collars, 
harness and other horse goods. Riley 
saw the “horse coming back” to help 
lift the farm mortgages. He got ready 
for the business and is making money 
at it. Read the story. 
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HE Retail Code Hearings at 

Washington, D. C., lasted three 
days and three nights. All but two 
night meetings were public, and 
highly interesting. News facts of 
the hearings are given elsewhere in 
this issue as is the text of code as 
amended and revised on the final 
night. In its present form, it re- 
sembles but slightly the proposed 
code submitted at the start of the 
hearings. At that, it is not final, nor 
has anyone, who participated in the 
hearings, any illusions that the pres- 
ent text can ride through to Presi- 
dential approval without further 
drastic changes. The accredited rep- 
resentatives of the several retail 
fields involved fought hard and were 
constant in their efforts to serve the 
best interests of their respective 
groups. Yet, all were surprisingly 
fair in the final show-down which 
required plenty of “give and take” 
to make the published draft equi- 
table. Each retail field may be 
proud of its code workers and should 
be grateful for their services. 


—-—xswaA 


To Deputy Administrator A. D. 
Whiteside, who presided, must go 
the laurels for patience under very 
trying conditions. There were occa- 
sional flare-ups, and frequent ex- 
amples of unreasonable demands, 
unfair criticisms, and completely 
dumb misunderstandings of the en- 
tire NRA objectives. And do not 
let us forget that NRA is pri- 
marily “labor legislation,” with or- 
ganized labor and _ social-minded 
women (with both official and self- 
appointed portfolio) enjoying a 
commanding position in the negoti- 
ations. This was made clear to all 
who sat and listened as I did for 
three solid days and one long night. 
And, in the final code, which is 
hoped for on or about September 
Ist, it is likely that labor’s demands 
will account for some of the import- 
ant changes. Insofar as the retail code 
is concerned, the demands of labor 


ong Ourselves 


by CHARLES J. HEALE 
Editor, Hardware Age 


were relatively reasonable, but its 
spokesmen showed a glaring lack of 
knowledge on retailing problems. 
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OR the presentation of factual 

data, pertinent and understand- 
able, I would divide first honors be- 
tween Past N.R.H.A. President Thos. 
Howell, Richmond, Va., and Dr. 
Paul Nystrom of Columbia. The lat- 
ter represented Woolworths, Kresge, 
etc., and expressed for his group a 
totally unexpected spirit of coopera- 
tion. He admitted at the start that 
these chain variety stores, selling at 
5 and 10 cents, and 25 cents to a 
dollar, were guilty of indecent wages, 
averaging less than $11 a week. To 
meet that minimum wage, he said, 
more than 75 per cent of all em- 
ployees would have to be raised. 
In the final struggle (star chamber) 
it was Dr. Nystrom and associates 
who had to make the greatest con- 
cessions. This they did, much to the 
gratification of all others. 


— HA — 


Most of the unfair practice dis- 
cussions of the past have stressed the 
inability of the small merchant to 
compete with the larger ones. Un- 
der NRA, the situation is somewhat 
reversed. The one totally unsolved 
problem, under the-code, is to pro- 
vide some parity for the larger stores 
facing the competition of the one- 
man and family operated establish- 
ments. The latter, as yet, are with- 
out restrictions as to working hours, 
creating an obviously unequitable 
situation. The popular solution is a 
maximum number of hours for con- 
ducting any retail business. Deputy 
Whiteside promised immediate at- 
tention to this pressing problem and 
may have something to offer at an 
early date. 


Past N.R.H.A. President R. J. 
Atkinson, Brooklyn, N. Y., gave 
everyone something to think about 
when he said the retailer was given 
the immense job of selling NRA to 
the public. Believe you me, that is 
something to think about. 


— HA — 


HE figures, Tom Howell gave, 

were taken from the N.R.H.A. 
annual surveys, from 1929 to 1932. 
These were the only set of statistics 
not specially prepared (at a very re- 
cent date) to prove any group’s 
cause. In my judgment, Tom’s brief 
was a major guiding spirit for the 
entire hearings. Those members who 
have criticized the N.R.H.A. for the 
high costs of these annual surveys 
should now sing another tune. These 
were worth the money last week. 


—— Hh —— 


Every reader is urged to read care- 
fully the story on the Retail Code 
Hearings to be found in the opening 
editorial page of this issue. The im- 
portant happenings are given briefly, 
so that in a very few minutes you 
may read, that which took me four 
days to gather and a long time to 
write. It is for your information. 


HA 


LTHOUGH only mentioned by 
name, once or twice, R. H. 
Macy & Co. advertising received 
many brickbats. Its president, Percy 
Straus, seemed quite alone in his 
efforts to eliminate clauses of un- 
fair competition which would regu- 
late advertising of retailers. His 
firm’s widely publicized “six per cent 
less because we sell for cash” was 
disputed on all sides. The practice 
of such advertising was severely 
criticized, much to the satisfaction of 
the audience. Mr. Straus defended 
the policy as being “in the public in- 
terest, etc.” 

General Johnson addressed the 
opening session in a quiet, well-mod- 
ulated voice. The crowd had hoped 

(Continued on page 29) 
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The Essential Service of 


for American Agriculture 





FOR SALE—Modern Farm, 160 A., 
well fenced, good barn, 6 room 
house, running water, other build- 
ings, 6 acres woodland, balance 
under cultivation. Unusual value. 
Jones Farm Agency, Jonesville. 





OOK over any group of farm real 
estate advertisements and note 
that almost the first feature 

mentioned is fence; “farm well 
fenced,” “fences in good repair,” etc. 

The reason the real estate broker 
mentions fences prominently is that 
he knows the buyer has a two-fold in- 
terest in them. The buyer wants the 
well fenced farm because he can 
operate it efficiently and because he 
knows the well fenced farm has been 
in good hands with its soil fertility 
better maintained. 

The specialized fruit farmer, truck 
gardener or wheat farmer may get 
along with little or no fence. But for 
the great majority of farmers, those 
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who diversify, raise grains, live stock 
and poultry, fence is one of the most 
essential equipment items on the 
farm. 
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Practically every advance in meth- 
ods of farming, as developed and 
advocated by leading farm authori- 
ties such as agricultural schools, farm 


= 








engineers, agricultural extension 
agents and farm editors depend upon 
the use of effective fence for their 
success. Examples are Crop and Live 
stock Diversification, The Sanitation 
(McLean County) System of Hog 
Raising, Hogging Off Corn, Crop Ro- 
tation and Pasture Rotation particu- 
larly for Dairying. Modern poultry 
practices likewise call either for more 
range space, or confinement on wire 
floored houses anu sun porches, call- 
ing for more fence fabric in either 
case. 

A system of good fences is a great 
labor saver on any farm. The time 
wasted herding the cows and chasing 
hogs out of the green corn, not to 
mention other losses, is much better 
spent making hay or plowing corn. 


A Complete System 
of Fences 


A complete system of fences also 
is important. It is not enough to have 
one or two fields fenced hog tight. A 
farm should be so completely fenced 
that hog pastures can be rotated, corn 
hogged-off as desired, fields gleaned 
by live stock after harvest, poultry 
flocks given fresh, green ranges, in 
other words efficient handling of 
acreage and live stock, and mainte- 
nance of soil fertility. 

Unfortunately fence is the item of 
farm equipment that has been prob- 
ably the most neglected the past doz- 
en years. It has not been pressed upon 
farmers by high pressure sales and 
financing methods, and as the result 
farm expenditures for fence have run 
much below normal needs. 

Not only did the sales pressure for 
other farm equipment divert much 
farm buying from fences to the more 
spectacular new mechanical equip- 
ment, but the use of that equipment 
in expanding grain production to the 
partial exclusion of diversification 
methods reduced for the time being 
the fence types of farming. The fal- 
lacy of this highly mechanized grain 
farming demonstrated itself with the 
collapse of grain prices, and today 
more than ever before a sobered farm 
population is going about rebuilding 
fences, rebuilding depleted herds, 


24 














planning diversification and crop ro- 
tation, distributing the natural farm- 
ing hazards over a wider range of in- 
come producing farming activities 
and making the farm produce, in ad- 
dition to the marketed products, the 
family’s needs of vegetables, meat, 
fruit, milk and butter. 

Here is an important fact. Farming 
as a vocation today is more attractive 
than at any time in the present gen- 
eration. The lure of the bright lights 
has been replaced by the lure of three 
square meals a day and a place to 
live among real friends and neigh- 
bors. Families on farms are settling 
down to make a lifetime job of it. 
They are interested not only in this 
year’s crops, but the crops of future 
years. They want to build up the 
fences, improve the home, plan more 
secure farming methods and safe- 
guard the future productiveness of 
their farm. It is a restoration of the 
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old time farm interest, spiced with 
the scientific advances of two gen- 
erations. 

Much cf the improved mechanical 
equipment will be applied to its 
proper use in modern farming. At 
the same time every indication is that 
farm methods will be better balanced, 
and that in its careful, conservative 
management we shall see field after 
field made hog tight until farms are 
more fully fenced for efficient opera- 
tion than at any previous time. The 
merchant can look forward confi- 
dently to a greatly increasing market 
for fence in the yeats immediately 


ahead. 





WANTED—Modern Farm, 160 A., 
completely fenced hog tight, good 
house, barn and other buildings. 
Will consider also buying desir- 
able live stock and modern imple- 
ments now on farm. John Smith, 


R. D. 5, Smith Center. 








Weather Stripping Featured as Aid Against 
“Old Man Winter” 


Preventive measures for keeping 
out “Old Man Winter” were recom- 
mended last year before cold 
weather set in by the Montana Hard- 
ware Co. of Butte, Mont., in a spe- 
cial ad which featured not one or 
two but every kind of weather strip- 
ping they carried in stock. “Meet 
Winter on Even Terms,” they urged. 
“Let’s give up the job of heating 
both the inside of the house and the 
great outdoors. Weatherstrip win- 


dows and doors. Meet Old Man 
Winter on even terms with weather- 
tight sashes and he'll stay on the 
outside with futile fury. 

“No chance for draughts and snow 
to seep in around the windows and 
doors that have been equipped with 
weather stripping. You can do it, 
too, remember, at a fraction of the 
money you'll spend for coal with- 
out it. Our complete stocks include 
every kind of weather stripping.” 
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(With some regulation of advertising 
claims promised under NRA code require- 
ments, this message comes at a particularly 
good time. Although written prior to the 
Retail Code Public Hearings, reported else- 
where in this issue, the urge “to make cus- 
tomers believe you in your advertising 
messages” ties up closely with the opinions 
of the majority of leading retailers who 
discussed this subject in Washington hear- 
ings.—THE EpiTors.) 


RACTICALLY all stores re- 
P=: at times, to bargain sell- 

ing without going to the 
trouble to specify values; without 
taking pains to point out the rela- 
tion of price to value. Advertisers 
should remember that customers are 
shrewd in judging a good or poor 
dollar’s worth of merchandise 
offered, and that it is much easier 
to undo a good reputation for a 
store than it is to build it up. 


Talking Values 


Assuming that you have the mer- 
chandise values and, that once the 
customer has entered your store, you 
can convince him or her that your 
values are equal or better than else- 
where, you must hammer the idea 
home in your advertising. Repeated 
ideas soon become fixed in the cus- 
tomer’s mind and there are many 
and varied ways of saying the same 
thing or expressing the same 
thought. The medium of simple and 
sincere language to convince custom- 
ers is, perhaps, the most reliable and 
efficient. No extravagant statements 
or strong adjectives can hope to 
build the good will and store fol- 
lowing that straight, simple and be- 
lievable language is capable of. If 
by this means, you gradually make 
people think of your store as a place 
where values are the best for the 
money, no matter what the price, 
you are making substantial and per- 
manent progress. If there is one 
outstanding rule to follow in the 
business of writing advertising it is 
to strive to make your statements 
sound true and believable. The 
best way we know of to do that is 
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They Must Believe You 


By J. A. WARREN 


Associate Editor, Hardware Age 


to write as though you are writing to 
some specific person—a friend—or 
a certain customer hard to convince. 
If you make your copy to convince 
that person you will probably con- 
vince hundreds of others. People 
are much alike when it comes to a 
matter of values. 


Regularity of Advertising 


The purpose of this series of ar- 
ticles is not so much the presenta- 
tion of “the tricks of the trade” as 
it is to drive home the fact that ad- 
vertising should be part of the store 
management routine as seeing that 
the store is swept regularly and the 
lights turned on. The store whose 
advertising appears regularly gets 
the largest percentage of normal 
sales during a_ specific selling 
period. Your ad becomes a regu- 
lar feature of the paper, just as 
the reading matter features do, if 
you keep at it. 

Much has been said and written 
about people’s needs when referring 
to advertising and merchandising. 
Of course, “needs” are the founda- 
tion of our hardware sales, but a 
very important point to consider is 


that of people’s “wants.” There is 
a great difference. There is a large 
field for profit in what people want, 
though they may not actually need. 
Customers are constantly on the 
lookout for new and better articles 
for this and that purpose. They 
could, doubtless, get along nicely 
without them, but the stores that 
temptingly display and advertise 
these items get away with a large 
slice of the consumer’s dollar—even 
to the point of depriving you of the 
sale of “needs.” Do not overlook 
the importance of new items, nor the 
fact that the constantly advertised 
store has the best chance of selling 
them, because it is to such a store 
that customers come in search of 
new things. 

Thought should be given to fea- 
turing different divisions of stock 
in your advertising. At least one 
division should be featured each 
week and sometimes two or three 
can be played up. The regular run 
of space can, of course, be devoted 
to a variety of items selected from 
all over the store. By featuring is 
meant giving the prominent position 

(Continued on page 50) 





Five dealer-members of the Eagle Hardware Stores group, Cleveland, Ohio, plan 

and prepare the advertising for these 64 stores. Here is the advertising committee 

at work in the newspaper office. The complete details of the Eagle store coopera- 

tive selling and advertising activities, minus any collective buying, was told in the 
August 3, 1933, issue of HARDWARE AGE. 
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HARDWARE 
Curiosities 


BY ROBERT PILGRIM 











C.C.COLLETTE MADE A 
FORTUNE BY MERELY 
PATENTING THE IDEA OF 
PROVIDING NICKS ON 
PAPER CLIPS 


CWHICH PREVENTE? PAPERS 
FROM SLIPPING OUT OF THE FASINER) - 


VS as 








THE INVENTOR. OF “THE 
“KIDDY-KAR” MADE THE FIRST 

QNE -10 KEEP HIS SON FROM 
BREAKING UP OHER- TOYS — 
wee WE PATENTED THE TOY WHEN of patel was GRANTED 

FOUND IT WAS EXTREMELY —mi 

page WITH NEIGHBORHOOD vn THE PATENT WAS GRANTED ON THE 
CHILDREM) —- AND MADE 4 FORTE. \NACUUM IN A VACUUM TUBE, THE 





INVENTOR. HANING- PRODUCED A 
| MORE PERFECT VACUUM | 


DR..PLIMPTON, 
INVENTOR OF THE ROLLER 
SKATE — MADE A 
. MILLION) DOLLARS 








‘FROM THIS SIMPLE 
| MIVEN TION 7 





\SSUED IW 1856 

PROVIDED FOR A 

TUNNEL ATACHED 0 
WO -UBES WHICH IN 
“TURN WERE ATTACHED Ta 
ie) 


BD 2-INCH PIPE - 
WLL GNE 
FOUR. TMES AS 
MUCH WATER AS 
A I-INCH PIPE 


FROM “THE SAME HEIGHT 
WILL BO] REACH THE 
GROUND ABOUT THE 
SAME TIME 
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America Went Haywire on 


O sell cheap goods, or not to 

sell cheap goods that is the 

question. There have been ora- 
tions and articles galore on the sub- 
ject. As in almost all discussions the 
truth lies about half way between 
the extremes. Unfortunately, if a 
writer, or speaker, expresses the 
opinion that in recent years too 
much attention has been devoted, 
and too much time has been given, 
to the seeking out and selling of low 
priced goods, then this speaker or 
writer is immediately accused of 
advocating that a dealer should sell 
nothing but high priced goods, and 
should not sell any low priced goods. 

On the other hand, if he advocates 
the sale of certain low priced items 
then he is put in the class as advocat- 
ing nothing but low priced items. 
Is there not a middle ground be- 
tween these two extremes? 

Let’s look back to the selling of 
hardware a generation ago. Take 
for instance cutlery. Jobbers not 
only carried high priced lines of 
cutlery such as Wostenholme, Rog- 
ers, as well as American high grade 
goods, but they also carried in stock 
a lot of cheap German goods. When 
a salesman started out, in his trunks 
were various rolls of the various 
lines. Some dealers carried in stock 
nothing but high quality goods. 
Other dealers, especially general 
stores bought and sold nothing but 
the cheaper class of goods. There 
were still other merchants who car- 
ried both high quality cutlery and 
were in position to take care of the 
purchases of any class of customers. 
If a salesman started out with his 
line of cutlery and sold nothing but 
the cheap German goods this would 
have been a source of great surprise 
to his sales manager. He would 
quickly have been asked if merchants 
on his territory were not buying 
anything besides this trash. As a 
matter of fact there was then no 
argument about high or low priced 
cutlery. It was taken for granted 
there was a demand for both kinds. 
Therefore, both kinds were stocked 
and sold. 

Now take the sale of arms a 


AUGUST 31, 1933 


Low Prices 


BY SAUNDERS NORVELL 


generation ago. There were, of 
course, high grade arms. Prac- 
tically all of the first class 
brands of arms sold in this coun- 
try today were sold a_ genera- 
tion ago. It was nothing unusual 
for a salesman to take orders for 
double guns ranging from $75 to 
$200 each. Sometimes even special 
orders for more expensive arms 
either to be made in this country or 
to be imported from abroad. On the 
other hand, probably the present 
generation have no conception what- 
ever of the cheap trash in the shape 
of single barrel and double barrel 
shotguns and rifles that were im- 
ported and sold a generation ago. 
Most of these cheap guns and rifles 
were manufactured in Belgium. 
Their workmanship was something 
terrible. Many of these guns were 
painted, barrels and all, to give 
them an attractive appearance. Prac- 
tically all of them were hand made. 
Parts for them were not interchange- 
able and, of course, this was great 
for the old gunsmiths who did a 
lucrative business filing out parts 
for this class of arms. 

The guns of those days, of course, 
had hammers. Many of them were 
muzzle loaders and there was a great 
sale for EB (Ely Brothers) caps, 
musket caps, wads, powder and shot. 
That was a generation when powder 
pouches and shot pouches, as well 
as powder horns, were regular stock 
articles. These goods, of course, 
were sold at a price, but no sales- 
man, and no jobbing house, and no 
retailer ever thought of just selling 
these cheap goods and nothing else. 
There were high priced goods for the 
best trade and low priced goods for 
those who could not afford to buy 
anything else. 

Some young men in the trade talk 
about mail order house competition 
as if it were something entirely new. 
These young merchants of today, of 
course, were children or were not 
even born in the days of concerns 
like E. C. Meacham’s Arms Company 


of St. Louis, dealers in sporting 


goods, who issued low priced cata- 
logs and distributed them all over 
the country. Meacham bought up 
distress merchandise. He imported 
in large quantities. Ostensibly he 
sold only to dealers, but as a matter 
of fact, as he would sell anybody in 
town in any line of business he 
practically sold direct to consumers 
as the barber in the town who would 
collect the money, would sell arms 
and sporting supplies to anybody. 

The same general conditions pre- 
vailed in shelf hardware. Foreign 
padlocks were imported and were 
sold by jobbers from 60c. to $1 per 
dozen. These padlocks, of course, 
were very crude. They did not 
pay anybody a fair profit. There 
were other items of the same nature 
all through the line of shelf hard- 
ware, but these cheap goods were 
all taken as a matter of course. 
There was a certain demand for 
them, but this did not mean that 
the salesmen and the retailers of 
those days did not sell large quan- 
tities of the best hardware of the day. 

The point I am trying to make in 
this article is that in the early days 
of the distribution of hardware in 
this country there were always very 
cheap goods sold on a small margin. 
Probably there were more cheap 
goods offered, especially by foreign 
manufacturers, than are offered to- 
day. These goods were bought and 
sold, but no one ever seemed to 
gather the idea in those days that it 


was necessary to sell nothing but 
cheap goods. , 

My judgment is, and I know this 
will subject me to criticism, that in 


the past few years this - entire 
country, including jobbers, retailers 
and salesmen, went haywire on 
cheap goods. The alleged basis for 
this state of mind on the part of the 
hardware sellers was the competition 
of mail order houses and chain 
stores. Now, let us admit this com- 
petition. Let us admit at times it is 
troublesome, but this competition is 
no reason in the world for a re- 
tailer changing the entire character 
of his store from high quality goods, 
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to nothing but bargain counters 
and bargain sales. To my mind this 
idea of cheapness in buying was just 
an obsession. It has struck the re- 
tailers especially with the idea of 
open tables with cheap goods dis- 
played. This, of course, was just an 
imitation of chain store methods. 
Then as the retailers hammered the 
salesmen of jobbers for cheap goods 
the majority of the salesmen, espe- 
cially the younger salesmen, went 
haywire on this idea of selling low 
priced items. Then in turn the re- 
tail dealer and the salesmen ham- 
mered the jobber and it was not long 
before a large number of jobbing 
buyers were also haywire on this 
same subject. 

What has been the result? The 
general standard and character and 
quality of hardware sold the past 
three years has drifted to a much 
lower standard. Many retail mer- 
chants and salesmen entirely lost the 
idea that while it was a good thing 
to have some cheap goods, for in- 
stance as in the old days, there was 
no reason in the world why all of the 
better quality of goods should be 
thrown out and nothing but cheap 
goods offered to the public. What 
has been the result? A lowering of 
the unit sales of both retailers 
and jobbers. A lowering of the sales 
volume of the salesmen. It is only 
a matter of common sense that a pro- 
fit of 25 per cent on a total sale of 
$4 is $1, while a profit of 25 per 
cent on a total sale of $6 is $1.50. 
In other words, an increase of 50 per 
cent in profit at the same percentage 
in profit on account of the sale of 
higher priced goods. This simple 
problem in merchandising seems to 
have been entirely forgotten by 
large numbers of retail stores, and 
by their clerks. 

Now, let me illustrate what I am 
driving at by a few actual experi- 
ences in buying. I wished to buy a 
certain tooth powder. I went into a 
drug store near the Grand Central 
Station at 12 o’clock at night and 
asked for a can of this powder. It 
was given to me with a ticket for 19c. 
I said to the clerk, “I thought the 
price of this powder was 25c.” “Yes, 
that is the manufacturer’s resale 
price,” he answered, “but we sell at 
19c.” “Just why,” I inquired? 
“Well, to tell you the truth,” he re- 
plied, “we are meeting the competi- 
tion of one of the large department 


28 


stores in New York.” “But.y I said, 
“this is 12 o’clock at night and the 
department store closes at six. Be- 
sides I did not even know the de- 
partment store was making that 
price. In addition to that I wouldn’t 
walk from here, over 10 blocks, even 
if the department store was open to 
save the six cents.” This clerk looked 
at me with a very bored expression 
and said, “Well anyhow 19c. is our 
price.” It is interesting to note that 
this chain of drug stores of which 
this is one, has recently gone into 
the hands of a receiver. 

Here is another outstanding il- 
lustration of the fact that cut prices 
haven’t the effect and influence that 
some dealers thing they have. A cer- 
tain well known manufacturer under 
contract makes a special brand for a 
selling organization. These goods 
under the special brand are exactly 
the same goods sold by this manu- 
facturer under his own brand. There 
is no difference whatever except the 
labels and the stamps. The quality 
of the two lines are exactly the 
same in every respect. This fact is 
well known to jobbers, to retailers 
and to salesmen. Now this special 
brand is being sold and is being 
offered from 10 to 15 per cent less 
than the manufacturer’s own brand. 
The sales are backed up by a strong 
selling organization. One would 
suppose under such conditions that 
the sale of the special brand would 
gradually take the place of the sale 
of the manufacturer’s brand on ac- 
count of the difference in price. 
But what has happened? The sale 
of this special brand, notwithstand- 
ing the cut prices, and notwithstand- 
ing all the push that has been put 
back of the line, has not only not in- 
creased in volume, but has actually 
fallen off in sales. 

Of course, the reason for this is 
that the manufacturer on his own 
line by wide, excellent and _ sys- 
tematic advertising has built up his 
sales. He has created a large con- 
sumer demand. The public know his 
goods and is willing to pay the price 
for his brand and is not willing to 
take the special brand even at a 
cut price. 

Another indication of the value of 
national advertising, trademarks and 
consumer demand is in the deter- 
mination of mail order houses and 
chain stores to obtain these goods 
even if they sell them afterwards at 


a cut price. They practically say to 
the public—here we have these well 
known brands. There is no question 
about the quality. We can supply 
them to you and in addition we will 
give you the inside price. Mail 
order houses have found that selling 
special brands, even at cut prices. 
was up hill work. With a special 
unknow brand a cut price means 
nothing. The consumer naturally 
concludes that the goods are lower 
priced because they are of lower 
quality. 

If you should go into a shoe store 
and a dealer should say here is a 
pair of shoes at’ $4 and another 
pair at $5, you might look at these 
shoes and not be able to see the 
slightest difference between them, 
but nevertheless on account of the 
difference in price the majority of 
consumers would conclude that the 
higher priced article was a better 
quality, or it would not be offered at 
a higher price. There are many 
goods that must be bought upon 
faith. The average buyer is not an 
expert in judging quality. They 
always feel that they are protected 
by a well known brand. But after 
all is said on this subject of low 
priced goods, and higher priced 
goods, isn’t the jam into which this 
country got itself trying to sell goods 
without any profit the answer? The 
haywire craze for cut prices, low 
prices, cheap assortments, good look- 
ing goods of poor quality permeated 
every business in the United States. 
Almost everything we bought came 
to pieces. It has almost been impos- 
sible to get the good quality of years 
ago. This state of mind of the coun- 
try has lead to the N. R. A. 

Let me close with the following 
recent statement made by General 
Johnson: 


“If chiselers under cut you, tell 
us. Give us the names and we will 
deal with them in short order. We 
propose to create conditions under 
which money can be made and more 
employment created. There is only 
one way to do it.” 


The only one way is to start in 
right now selling your goods at a 
reasonable profit. Buy goods on 
which you can make a profit. Train 
your salesmen to think in profits 
and not in volume. 
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Just Among Ourselves 


(Continued from page 22) 


for fireworks but did not get them. 
The General said the retail code was 
of outstanding importance to the 
country; pledged his might and main 
to see that chiselers were prevented 
from hiding behind the Blue Eagle; 
received a genuine ovation and with- 
drew. Then Donald Richberg spoke. 
He is chief counsel for the NRA. I 
heard him address the Merchants 
Association in New York some weeks 
ago. That speech, you will remem- 
ber (see Harpware Ace, July 20, 
1933), provoked many unkind re- 
marks, because of its ruthlessness. 
Big business wanted to be spoken to 
more kindly. But, in the light of 
developments and my sitting through 
three rainy days of Code Hearings, 
| am more impressed with Mr. Rich- 
berg than ever. I believe he is one 
of the smartest assistants on the Gen- 


eral’s staff. He has a subtle, gen- 
tlemanly way of asking penetrating 
questions. I should not like to face 
him with a guilty conscience. As 
NRA legal adviser he explained the 
limitations of discussion, recom- 
mendations, etc., and made a real hit 
with the crowd. 


HA 


Y old friend, Dr. Kenneth 

Dameron, was there. He is 
now serving as a special assistant 
to Mr. Whiteside. on matters pertain- 
ing to wholesale and retail codes. 
His part was a silent one during the 
hearings but behind the scenes I 
would judge his activities to be of 
vital importance. Through him, I 
met C. E. Greenwood, executive 
secretary of the Edison Electric In- 
stitute (alleged reformed N.E.L.A.). 











I suspect Mr. Greenwood was there 
to watch for any attempts at a code 
clause which might put the Utilities 
out of the merchandising picture. No 
such clause came to light, but rumor 
had it that such a restriction might 
develop. Plenty of those present 
were for it. 


— HA — 


N conclusion (that’s what each 

speaker said about mid-way in 
his paper), let me state that | was 
proud to be a part of the hardware 
industry, for it took an important 
place in the hearings. If the final 
code comes through, minus some of 
the features you believe desirable, re- 
member that the NRA officials and 
the President of the United States 
are actually the real framers of 
the codes, and that tentative and pro- 
posed measures are finally “just rec- 
ommendations,” heard and consid- 
ered but not necessarily accepted at 
Washington. 


Horizontal Manufacturers’ Code Proposed by 
Fabricated Metal Products Federation 


ANUFACTURERS of | fabri- 
cated metal products of all 
kinds, are invited té join in an 

effort which seeks a basic or single 
horizontal NRA code. This is _pro- 
posed through the recent formation of 
the Fabricated Metal Products Federa- 
tion, whose current roster already in- 
cludes a large number of leading hard- 
ware manufacturers. News that H. D. 
North, president, Ferry Cap & Screw 
Co., Cleveland, Ohio, will serve as Fed- 
eration Chairman, appears elsewhere in 
this issue. Charles F. Rockwell, sec- 
retary-treasurer, American Hardware 
Manufacturer’s Association in a bulle- 
tin to members has provided important 
data on the code plan of this new or- 
ganization. From Mr. Rockwell’s bulle- 
tin we quote as follows: 

“You have received by mail direct from 
H. S. Kimball, Secretary-Treasurer of the 
Fabricated Metal Products Federation, 729 
15th Street, N. W., Washington, D. C. 
(Telephone Metropolitan 4520) complete 
information concerning its organization and 
purposes, its official personnel and a copy 
of the code under which it proposes to op- 
erate. 

“The plan is submitted is a direct re- 
sult of intimations that the NRA will wel- 
come any plans which consolidate large 
groups of industries with similar codes 
under one code covering uniform employ- 


AUGUST 31, 1933 


ment provisions and general conditions of 
fair trade practice, thus eliminating dupli- 
cation of public hearings and speeding the 
aims of the Recovery Administration in in- 
creasing wages and the spread of employ- 
ment. 

“Tt is believed that the Federation plan 
will appeal to manufacturers who can be 
classified in the fabricated metals industry, 
as providing a simple yet practical program 
of participation in the Recovery movement. 
The fact that the plan permits uniformity 
of employment provisions will particularly 
commend it, in realization of the diversity 
of fabricated metal products and the com- 
plications involved in attempting to operate 
plants under a number of codes, each with 
different wage scales and hours of em- 
ployment. 

“Likewise the general conditions of fair 
eompetition have uniform application to the 
fabricated metals industry as a whole, and 
provision is made for the later filing of as 
many supplementary codes of trade prac- 
tice as may be desired by subdivisions of 
the industry, dealing with such trade prac- 
tices in greater detail and _ specifically 
covering the items of a subdivision. 

“The Federation has assurance from the 
NRA that immediately upon evidence of 
approval of the plan by a representative 
number of organized trade groups and in- 
dividual manufacturers in the industry, the 
code will be passed through for modifica- 
tions in the PRA as to labor conditions, 
which means that all members of the 
Federation will be entitled to sign the 


President’s Reemployment Agreement with 
the modifications as to labor conditions 
in the manner provided by the NRA and 
secure Blue Eagles immediately. Therefore, 
if you approve the plan and the action 
taken at the meeting on Aug. 10, 1933, it 
is important that you so advise Secretary 
Kimball without delay, to expedite action 
by the NRA. 

“Most members of the American Hard- 
ware Manufacturers Association already 
are identified with industry groups specifi- 
calby organized for the formulation of 
codes, and it is probable that many of 
these groups in metal fabricating lines will 
join in the Federation plan. In indicating 
formal approval of such plan, or in later 
submitting such, statistical information as 
may be required in connection therewith,. 
reference should be made to affiliations 
with these specific trade groups rather than 
with the American Hardware Manufac- 
turers Association, which for obvious rea- 
sons because of its widely diversified mem- 
bership can subscribe to no code. Manu- 
facturers not yet identified with any 
specific trade group should sign as indi- 
viduals, pending later organization into ap- 
propriate subdivisions of the Federation. 

“If you desire to operate permanently or 
temporarily under the basic code of the 
Fabricated Metal Products Federation, 
time should be the essence of your action. 
Communications should be addressed to 
H. S. Kimball, Secretary-Treasurer, Fabri- 
cated Metal Products Federation, 729 Fif- 
teenth Street, N. W., Washington, D. C.” 
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This arrangement of Series B 

fixtures is the background for the 

original window shown on the op- 
posite page 


Window Dispiays Teo Hep You Sell 


Fan Cleaning Hardware Mlerchandise 


ALL cleaning is as important 

an institution as spring clean- 

ing. Often the job is done with 
more vim because of the cooler 
weather. Also the housewife always 
seems a little more particular about 
doing a really complete job. She 
knows the family spends more time 
indoors for the next six months and 
that there will be more company. 





September and October are popu- 
lar moving months. Owners of rental 
property have plenty of painting, re- 
finishing, etc., to attract and satisfy 
new tenants. And when the ten- 
ants move in they usually have 
some extra ideas about cleaning up 
and fixing up. There should be a 
very active fall sale of paints, pol- 
ishes, brooms, vacuum cleaners, dust- 





a 





ing cloths, etc., for employment is 
increasing and steady wages are be- 
ing assured under the N.R.A. 

Here is an original window dis- 
play on fall cleaning goods built 
around Series A, HARDWARE ACE in- 
terchangeable window display fix- 
tures. If you do not have a blue 
print showing the easy way to make 
these display fixtures yourself, drop 
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a line to the Window Display Editor 
and ask for a free copy. He will be 
glad to send these easily understood 
working plans. The other original 
window display sketch features cool 
weather general fall merchandise and 
is built around Series B of the Harp- 
wARE AGE Interchangeable Display 
Fixtures. A blue print for making 
this series is also available. Ask for 
both of them. A post card will do. 

For good measure three window 
photos are presented as additional 
inspiration. The unpainted furniture 
display comes from Odell Hardware 
Co., Inc., Greensboro, N. C., which 
company finds spring and fall the 
active time to push this merchandise, 
particularly book shelves, corner 
shelves, what-nots, and other useful 
pieces of home furniture especially 
useful during the winter indoors 
season. 

At the bottom of page 31 is a re- 
cent window display photographed 
at the Popken Hardware Co., Oak 
Park, Ill. Ben Popken’s windows are 
small average size, yet he makes good 
use of them by planning a display 
which pyramids sufficiently to bring 
all goods within convenient sight. 
Here is shown a suitable general se- 
lection of kitchen equipment, also im- 
portant at this season because of the 
approaching indoors seasons, more 
entertaining, etc. 

The window photo at the bottom 
of page 30 featuring cleaning equip- 
ment comes from the Maxwell Hard- 
ware Co., Berkeley, Calif. Manager 
John C. Stricker tells us it sold 
goods for the store and that’s the 
real test of any window display. 


AUGUST 31, 1933 










































) 









M tj } 
4 / Sa = |S 
pu: age 








































Cyerylhis 


1On YOU 






















Shelf Warmers Eliminated 


by Leonard’s System 


HEER necessity, arising from 
the fact that most of his in- 
vested dollars were tied up in 
slow moving merchandise, compelled 
J. J. Leonard, hardware merchant of 
South River, N. J., a town of 10,800, 
to develop a business control sys- 
tem. Until this plan was placed in 
operation, a few years ago, it was 


By J. M. WITTEN 


Associate Editor Hardware Age 


the practice of the firm to buy more 
or less blindly, relying upon meager 
information and guesswork. There 
was a decided tendency toward over- 
estimating requirements, influenced 
by runs on certain items which made 
the demand appear greater than it 
actually was. 

Before the plan was adopted, the 
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store seldom passed up an oppor- 
tunity to make a quantity purchase if 
an extra discount was offered as an 
incentive for placing a large order. 
Consequently the firm discovered it 
had a sufficient stock of slow moving 
“shelf warmers” for four years or 
more, while fast moving items were 
conspicuous by their absence. With 
the bulk of the firm’s capital in mer- 
chandise which could only be liqui- 
dated slowly, it was difficult to make 
the business return ample cash to 
meet its needs. 

Mr. Leonard solved this problem 
with a business control system 
evolved after other plans had been 
given a thorough trial. Before de- 
ciding on a stock control plan of his 
own, he carefully investigated various 
systems and concluded that all were 
unsuited to his purpose. Information 
provided by the records, in some 
cases, was incomplete, while others 
were too complicated to be adapted 
to his hardware stock. 


Covers 9,540 Items 


The present system covers every 
item carried by the store—some 9540 
to be exact, and has functioned most 
helpfully and satisfactorily. In fact. 
it has worked so well that Mr. Leon- 
ard declares the store can now do its 
normal volume of business with a 
25 per cent smaller stock. Besides 
being an efficient means of governing 
buying, whereby every invested dol- 
lar is put to work, it provides a per- 
petual inventory. When the first phys- 
ical inventory was taken, after the 
present system had been in operation 
for more than two years, the discrep- 
ancy between the two methods was 
less than one half of one per cent. 
This permits insurance being taken 
on the actual stock on hand only, re- 
sulting in considerable saving. Shorts 
and outs are practically eliminated. 

Other advantages are that it advises 
the merchant: (1) What to buy; (2) 
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The yellow price record sheet answers all price questions 


What sizes to buy: (3) When to buy; 
(4) What sales were last year, by 
months, on each item; (5) What cur- 
rent sales are, by months, on each 
item. It also reduces interest on in- 
vestment, lowers losses from ob- 
solescence and protects the dealer 
from drops in inventory value. The 
data provided by such a system can 
be used to go after business more sys- 
tematically. As an example, if the 
stock control figures reveal that 10 
per cent of the display space is pro- 
ducing 60 per cent of the store’s vol- 
ume, space can be allotted accord- 
ingly. 


Good Mill Supply Trade 


South River has several large man- 
ufacturing plants in its trading terri- 
tory, and the store enjoys a healthy 
volume, normally, in mill supplies as 
well as general hardware lines. The 
9540 items in the store’s stock are 
classified into 
ments, with each department desig- 
nated by letters of the alphabet: A, 
Plumbing supplies (1923 items) ; 
B, Builders shelf hardware 
(1433 items); C, Cutlery (312 
items): D, Steel Goods, etc. (64 
items); E, Electrical Supplies (266 
items); F, Electrical Appliances (88 
items); H, Housefurnishings (1471 
items); K, Mill Supplies and Heavy 


15 separate depart- 


and 
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Hardware (1314 items): M, Electric 
Bulbs (34 items); P, Paint (1088 
items); R, Sporting Goods (63 
items); S, Toys (195 items); T, 
Tools (1629 items); X, Seasonable 
Goods (347 items); Z, Special Mer- 


chandise Purchases, number of items 
varies. 

As the next step in the system, each 
item in every department is assigned 
a number in consecutive order. This 
simplifies the system to a marked de- 
gree as it permits sales slips and all 
references to an item to be made by 
the identifying letter and number. 
Thus P. 71 would signify that item 
was a half-gallon can of B. P. S. 
outside white paint. Every salesman 
in the store is provided with a book, 
one specimen page of which is shown, 
which sets forth the item’s depart- 
ment; number; retail price each, and 
in quantities; description; its man- 
ufacturer; its manufacturer’s 
ber; its size and any additional infor- 
mation pertinent to that item. As 
every item is likewise numbered and 


num- 


priced as received a one price policy 
actually prevails. Sales slips specify 
only the letter and number and price 
of the item and any deviation is im- 
mediately noted and an explanation 
required. 


The Equipment Used 


The actual stock control records 
are kept in a Rand-Kardex system on 
white cards, while a yellow price rec- 
ord sheet of the same size is used in 
the index leaf immediately above the 


(Continued on page 50) 












































The white stock control card weeds out shelf warmers 
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Who Makes It? 


Information regarding sources of supply as_ provided 
readers of HARDWARE AGE by the “Who Makes It?” 
Editor, is presented here as an aid to others seeking the 
same articles. The inquiries published were selected be- 
cause of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supplements 
the service rendered by the Annual “Who Makes It?” 
issue which will be published Sept. 28, 1933 supplanting 
the 1932 edition. The 1933 edition will contain even 
more complete listings of manufacturers of hardware and 
related merchandise, condensed catalogs of leading manu- 
facturers and additional reference data that will be useful 
to the trade throughout the year. 





KincsLey, lowa: Where can wringer 
rolls for a White Way, double tub, elec- 
tric washer be obtained?—Stanley M. 
Harrod. 

ANSWER: Lovell Mfg. Co., Erie, 
Pa.; Fretcher’s Inc., 211 Glasgow St., 
Akron, Ohio; American Wringer Co., 
Woonsocket, R. I., and Duplicate 
Wringer Rolls & Washing Machine 
Parts Co., Chicago, II. 


* * * 


Troy, Onto: Who makes au vblong 
wringer mop pail having rollers on 
bottom to permit it to be rolled along as 
mopping progresses ?—Zerkel Bros. 

ANSWER: White Mop Wringer Co., 
Fultonville, N. Y. 


* *& * 


BarNEsBorO, Pa.: Who makes Du 
Wa radio aerial eliminators?—Binder 
Bros. Hardware Co. 

ANSWER: Palmer Electric Mfg. Co., 
307 Fifth Ave., New York, N. Y. 

* * * 

Lusk, Wyo.: Where can we obtain a 
« in. chain for a one ton, seven foot 
lift, Weston differential hoist ?—Mid- 
west Hardware Co. 

ANSWER: David Round & Son, 545 
Henry St., Cleveland, Ohio. 

* * * 


3 


NorFoik, Va.: Who makes the Au- 
rora five gallon oil can?—Buyrn, Old & 
Easton, Inc. 

ANSWER: Crunden- Martin Mfg. 
Co., St. Louis, Mo. 

* oa * 

Scuenectapy, N. Y.: Where can we 
obtain grafting wax?—F. & J. Hanley. 

ANSWER: Walter E. Clark & Son, 
Milford, Conn., and Edwin C. Tyson, 
Flora Dale, Pa. 
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Winpsor, Ont., CANADA: Who makes 
the inexpensive paper waste baskets, as 
sold in the U. S. A. by the chain stores? 
—J. M. Skinner & Co. 

ANSWER: Wm. Herman Box Co., 
Inc., 69 Wooster St., New York, N. Y. 


* * * 


New Bremen, Onto: Who makes 
Hanchett saw swages?—New Bremen 
Hardware & Supply Co. 

ANSWER: Covel-Hanchett Co., 1929 
Thomas St., Big Rapids, Mich. 


* * * 


THOMASVILLE, Ga.: Who makes a 
stand for barrels having an arm equip- 
ped with a ball*bearing swivel which 
permits the barrel to swing back un- 
derneath the counter?—T. A. Futch. 

ANSWER: Sargent & Co., New 
Haven, Conn. (Their No. 13 Barrel 
Swing.) 

* * * 


New York, N. Y.: Who makes Globe 
corrugated sheets? Also, lowa barbed 
wire ?—U. S. Department of Commerce. 

ANSWER: (1) Newport Rolling 
Mill Co., Newport, Ky. (2) American 
Steel & Wire Co., 208 S. La Salle St., 
Chicago, III. 


* * * 


Moserty, Mo.: Provide names and 
addresses of manufacturers of fluting 
irons and tracing wheels——Neuman 
Hardware Co. 

ANSWER: Tracing Wheels: C. S. 
Osborn & Co., P. O. Box 183, Newark, 
N. J. Fluting Irons: North Bros. Mfg. 
Co., Lehigh Ave., Philadelphia, Pa.; 
Oscar Judelshon, 25 E. Fourth St., 
New York, N. Y., and Shawyer Co., 
Springfield, Ohio. 








— 


Epinsurc, Va.: Who makes the five 
gallon Drain-O-Can for draining oil 
from automobiles?—-Hugh Saum. 

ANSWER: Dover Stamping & Mfg. 
Co., Cambridge, Mass. 


- * * * 


Burwincton, Inp.: Who makes a coil- 
ed wire spring belt for sewing ma- 
chines?—Miller Hardware Co. 

ANSWER: Eureka Spring Co., 150 
Bleeker St., New York, N. Y., and Cam- 
bridge Wire Cloth Co., Cambridge. Md. 


* * * 


Montcomery, Ata.: Who makes 
Burnishine metal polish?—G. W. Bar- 
nett Hardware Co. 

ANSWER: J. C. Paul & Co., 930 
Roscoe St., Chicago, Ill. 

* * * 

Upper Monrcrair, N. J.: Where can 
we obtain artificial grass for window 
display use?—Smith’s Hardware, Inc. 

ANSWER: (See H. A. Sept. 29. 
1932, p. 95.) 


* + 


ABILENE, KAN.: Who can furnish re- 
pairs for Hopkins & Allen 22 rifles?— 
The Western Retail Implement and 
Hardware Assn. 

ANSWER: Marlin Firearms Co., 
New Haven, Conn. 

* * *% 

Syracuse, N. Y.: Who makes the 
Majestic gas engine? Also, Soot-Scamp, 
a material used in a sprayer for remov- 
ing soot from furnace oil burners?— 
New York State Retail Hardware Assn. 

ANSWER: (1) Samson Power & 
Thresher Co., E. Berkshire, Vt. (2) 
Simplex Co., 500 Prior Ave., St. Paul, 
Minn. 
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A REGULAR FEATURE 
OF HARDWARE AGE 





Interpreting for hardware 
men, such basic factors as 
crop outlook, freight car 
loadings, circulation of 
money, building progress, 
employment, etc., and 
dealing with specific price 
trends,. demand for mer- 
chandise, shortages and 
future outlook as reflected 
by the study of the na- 
tional hardware market 
situation. 











Prices on manila and sisal rope 
of all grades were raised 144 cents per 
pound on August 17th, by leading mak- 
ers. No. 1 manila rope, f.o.b. Chicago 
and Eastern distribution points, is now 
quoted to the retailer at 15 cents per 
pound basis, competition manila at 12 
cents, No. 1 sisal at 114% cents and 
competition sisal at 1014 cents. Spe- 
cial yacht or lariat rope was increased 
four cents to 60 cents per pound. 
Western prices are higher in propor- 
tion to freight costs. The cordage in- 
dustry continues quoting subject to 
further change without notice. 


* * * 


American manufacturers of 
household cutlery, such as _ butcher 
knives, slicers, household and paring 
knives, recently announced substantial 
advances in prices, ranging from 714 to 
25 per cent. Some manufacturers 
claim that, for the last three years, 
kitchen cutlery lines have been made 
and marketed at a loss. Sharp ad- 
vances were also received by whole- 
salers on pocket knives—the cheaper 
priced goods being affected most. In 
some cases the factory quotations have 
been advanced as much as fifty per 
cent. Jobbers have been reluctant to 
put these drastic changes fully into 
effect, and where they had stocks at 
the lower costs, the retail trade has 
felt only part of these increases. 

* * * 


Manufacturers of firearms, in- 
cluding Remington, Winchester, Stev- 
ens, Savage and others, withdrew, on 
August 12th, all prices on their prod- 
ucts, followed by new schedules aver- 
aging fifteen to twenty-five per cent 
higher. A few special numbers, pre- 
sumably underpriced to a considerable 
degree, were stepped up as much as 
fifty per cent above their preceding 
quotations. 
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Jobbers’ firearm stocks are said 
to be small, and, in many instances, so 
scant that it will be necessary to pass 
along at once the new schedules to 
the trade. Retailers have known about 
the probability of firearms advancing, 
and are felt to be generally covered 
by stocks on hand, or by unshipped 
orders. 

* * * 

The expected advance in am- 
munition prices became effective on 
August 12th, amounting to ten per cent. 
The ammunition makers are paying 
121% per cent more for their labor than 
a few weeks ago, and have suffered 
sharp rises in their costs of lead, cop- 
per and other raw materials. Most re- 
tailers bought early enough to cover 
their fall requirements at the old 
prices, so the advance will, for the most 
part, affect only late buyers and fill-in 
orders. 

* * * 

Gun cases, holsters, and hunt- 
ing clothing are on their way up. Most 
jobbers have increased their prices 
about ten per cent, which is said to be 
only a portion of the actual and ex- 
pected rise. 

* % 

The fourth ten per cent increases 
in the price of tires and tubes since 
early spring is reported due about 
September Ist. Manufacturers refuse 
to either deny or confirm the reports, 
which, however, seem authentic. 


* * * 


Leading manufacturers of ice 
skate outfits have advanced their prices 
25 to 33 1/3 per cent. Roller skate 
makers have also notified their whole- 
salers of a contemplated increase in 
prices. Details of the change are not 
yet available, but ten per cent is ex- 
pected to be the minimum advance. 


Wheeled toy lines, such as 
wagons, velocipedes and scooters, have 
made very sharp advances, ranging up 
to 25 and 33 1/3 per cent on popular 
sellers. Forward buying by the trade 
has been fairly liberal, but these new 
increases, while not yet fully adopted 
by some wholesalers, must, to a large 
extent, affect retail prices for the com- 
ing holiday season. 


* * * 


Harmonicas, in seasonable de- 
mand for toy departments, have been 
advanced heavily in cost, due to the 
reduced dollar valuation in import pur- 
chases. The Hohner line has been 
raised about twenty-five per cent, and 
other makes are up even more sharply. 
Jew’s harps were advanced at the same 
time. 

* * * 


Standard galvanized tubs and 
pails advanced August 15th about fif- 
teen to twenty per cent—this is in ad- 
dition to the five per cent rise on Au- 
gust first. Shorter work hours, in- 
creased wages and the continued high 
cost of smelter are factors in this in- 
crease. bd 

% & & 


Manufacturers of enameled 
kitchen utensils have withdrawn all 
prices. New price lists now in prepar- 
ation are expected to show advances 
reaching to approximately fifteen per 
cent. 

* *& & 


On ranges and heating stoves, 
during August, wholesalers have had a 
number of price withdrawals. NRA 
influences mean that manufacturers will 
be forced. to advance prices as much 
as twenty to twenty-five per cent, and 
jobbers are’ urging late customers to 
order immediately. 
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Coal hods were marked up 
about fourteen per cent in the list 
prices, on August 15th, by leading pro- 
ducers, with discounts remaining un- 
changed. Unlined stove boards ad- 
vanced thirty-five to fifty cents per 
dozen, or about fifteen per cent on 
August 17th. Two days later, new 
price sheets were issued on the lead- 
ing makes of high quality lined stove 
boards, in Crystal, Walnut and fancy 
finishes, with a rise of ten per cent 
on all numbers. 

* * * 

Prices on hickory tool handles 
(axe, pick, sledge, hammer, etc.) , with- 
drawn early this month, have been fol- 
lowed by new schedules averaging ten 
per cent higher, and covering all 
grades. Clothes pins were marked up 
about twenty per cent on August 2\st. 

* * * 

Recent advances in tool prices 
include ten per cent on auger bits, fif- 
teen per cent on hand saws of all qual- 
ities, ten per cent on first grade cross- 
cut saws and one man saws, and up 
to twenty-five per cent on competition 
cross-cuts. Recent leader values on the 
cheaper cross-cut items have resulted in 
heavy forward buying, and many re- 
tailers are in position to profit sub- 
stantially by the late rise in prices. 

x * *% 

Current future quotations on 
lawn mowers are as low as the fae- 
tories expect to quote for 1934, and 
on the cheaper “leader” grades, there 
is expectation of further advances be- 
fore the shipping season arrives. Job- 
bers feel that present prices on high 
grade mowers, whose last move was 
downward, are likely to continue un- 
changed. 

* * * 

The Wheeling Steel Corporation 
announced a change in cut nail prices 
effective as of August 15th. A straight 
advance of ten cents a keg is now in 
effect. 

* * * 

Staple lines of wood rat and 
mouse traps are quoted ten per cent 
higher by several manufacturers. Wood 
and metal weatherstrip, and most of 
the fabric types, have been raised in 
price about ten per cent, the first 
mark-up from recent low quotations. 

* * * 

On butts and hinges, the third 
general advance has been announced, 
this time about 12% per cent above 
preceding price lists. In general, the 
retail trade has not yet felt the full 
force of this cumulative rise, by rea- 
son of the sharing of jobbers’ stocks. 
All makers, however, are maintaining 
the new quotations firmly. 

* * 

A third mark-up is expected, ef- 

fective September first. on enameled 
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and vitreous plumbing ware, such as 
bath-tubs, lavatories and sinks. The 
change on these lines is scheduled at 
about fifteen per cent. Brass curtain 
rods have advanced approximately ten 
per cent. 


* * * 
Cloth-backed coated abrasive 
products emery cloth, etc., have ad- 


vanced approximately five per cent in 
price, effective August 21st. No changes 
have been announced on sandpaper or 
other abrasive papers at this time. 


* * * 


Costs on tubular and split rivets 
have taken two radically sharp rises, 
explained as an offset to a period of 
below-cost competition. Copper rivets 
and burrs, also recently advanced, have 
not yet been generally marked up by 
jobbing distributors to the full extent 
of the new costs. 


* * * 


Rubber-covered wire producers 
have issued notice of a further increase 
to be in effect September first, aver- 
aging ten per cent. This line, influ- 
enced alike by high copper costs, and 
by the sharp rise in insulating mater- 
ials, has experienced its fourth mark- 
up in prices, and now stands about 
seventy-five per cent above the low of a 
few months ago. 

* * * 

Husking gloves, mittens and 
pins are among lines recently advanc- 
ed, in varying percentages—partly by 
high leather prices—partly by the rise 
in cotton and the processing tax now 
in effect. Quotations to jobbers aver- 
age at a higher rate of increase than 
has yet been passed along to retail 
buyers. 

* * * 

Quotations are still trending 
higher on wrapping paper and bags, 
late quotations being up another 10 
to 12% per cent. Here, too, manu- 
facturers’ prices have mounted sub- 
stantially higher than the _ increase 
made in the resale figures temporarily 
quoted by wholesalers. 

* & & 

Prices on Thermos and Icy-Hot 
bottles and kits are withdrawn, with a 
change pending after August 3lst—the 
exact amount of the advance not yet 
being announced. 

* * * 

New prices quoted on electric 
bells and buzzers are apparently adopt- 
ed by all manufacturers, and repre- 
sent an advance of 33 1/3 per cent. 

* & * 

Present quotations on Christ- 
mas tree lamps are twenty per cent 
under prices announced in June, and 
seem likely to be marked up after 
the adoption of the new NRA wage 


scales by the manufacturers. There 
have been published rumors of rise 
in prices on large Mazda lamps, but a 
disposition prevails among some im- 
portant makers to avoid a change, if 


possible. 
% & # 


Paint, varnish and lacquer sales 
have been showing a sharp recovery 
from the low of last December—reach- 
ing in June the fine mark of three times 
the December totals, and better than 
in any prior month since June, 1931. 
Paint prices are holding unchanged. 
Linseed oil has dropped sharply again 
—in fact, has receded considerably 
from the high quotations effective a 
few weeks ago. Turpentine remains 
steady for the present. 

ros * * 


Freight car loadings for the 
week ended August 12th amounted to 
622,759 cars, compared to the recent 
(late July) peak of 648,914. The Au- 
gust 12th fotal reached 1.6 per cent, 
more than for the preceding week, and 
21.6 per cent more than for the cor- 
responding week last year. Increases 
were reported for all classes of com- 
modities except coke, less-than-car-lot 
merchandise and miscellaneous freight. 

* * * 

“Production of electricity in the 
United States for the August 12th week 
was fifteen per cent more than in the 
same week of last year, against 15.6 
per cent for the week ended August 
5th, according to the Edison Electric 
Institute. The month’s figures, how- 
ever, reflected both a seasonal decline 
and some slackening in industrial op- 
erations. 

* * * 


The July employment index 
number, for manufacturing industries, 
gained 7.2 per cent over June to 59.5 
per cent, and pay rolls rose 7.9 per cent 
to 40.9 pér cent, according to the fed- 
eral bureau of labor statistics. Ap- 
proximately 1,500,000 workers have 
gone back to their jobs in the Na- 
tion’s industrial area since last March, 
Secretary of Labor Perkins said on 
August 17th. July was the fourth con- 
secutive month of increase. 

* ¥ * 

In hardware manufacturing, the 
Labor Bureau reports a July employ- 
ment rate of 55.9, compared to 52.6 in 
June, and 47.6 in July, 1932. 1926 fig- 
ures are taken as par. Pay rolls in 
hardware plants were indexed at 33.2 
per cent of 1926, against 29.5 per cent 
in June and 21.6 per cent a year ago. 

* & *& 


Bank clearings showed further 
improvement in the week ended August 
16th, rising 8.9 per cent above the 
comparable week a year ago, accord- 
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ing to Dun & Bradstreet, Inc. In New 
York City there was a 13.5 per cent 
increase on clearings over the like 
1932 week. 

* *& * 

The forward surge of business 
which was uninterruptedly in evidence 
for nearly sixteen weeks has been re- 
sumed, Dun and Bradstreet’s find. Cur- 
rent reports reveal that families in all 
parts of the country are in possession 
of increased incomes, with stronger 
buying power certain to develop under 
the stimulus of gevernment measures. 
Widespread enrollment under “Blue 
Eagle” agreements has removed most 
of the hesitation, and the increasing of 
working forces, and resultant higher 
wages, have dispelled much doubt of 
the benefits to accrue from the adop- 
tion of the industrial codes. 

* * # 

Building operations in July 
dropped 13.5 per cent from June, but 
were 8.6 per cent above those for 
July of last year. This followed a gain 
of 5.9 per cent in June over the pre- 
ceding year, the first such increase to 
be recorded since April, 1929. The 
total value of July building permits, in- 
cluding new work and alterations, for 
215 leading cities of the United States, 
also increased over last July. 

* * * 

U. S. cotton mills are still run- 
ning strong, and far above the level 
of industrial operations on an average. 
The high activity of domestic spinning 
plants during the past several months 
has been particularly impressive. July 
cotton consumption reported by the 
census bureau was 600,143 bales, com- 
pared with 278,568 bales for the same 
month last year. At the same time the 
bureau estimated stocks of cotton on 
hand August Ist at approximately 
1,500,000 bales below stocks in this 
country on the same date in 1932. 

* * * 


Business failures have been un- 
usually low, even for the normally 
light midsummer period. The reduc- 
tion from the early months of the year 
is very much greater than in most 
other years. Business failures for the 
week ended August 10th were 349 in 
number, as compared with 352 and 333, 
respectively, for the two preceding 
weeks, and with 650 a year ago. 

* & * 

Steel output is showing a fur- 
ther seasonal decline, reaching about 
fifty per cent of ingot capacity last 
week, compared to a recent high of 
59. The March “low” was fourteen 


per cent. 
* *& * 


Final adoption of the steel code 
has cleared the atmosphere of many 
price uncertainties of recent weeks. 
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The code, in effect only for a ninety-day 
trial period, departs only in minor par- 
ticulars from the original draft sub- 
mitted by the industry, and has given 
strong impetus to the whole NRA pro- 
gram. While it is by no means cer- 
tain that quotations for the fourth 
quarter will be advanced on all forms 
of steel, the stabilizing of present levels 
seems assured, since concessions from 
published prices are now outlawed. 
There are already evidences of antici- 
patory buying, as consumers hasten to 
take advantage of favorable quotations 
still outstanding. Steel bookings from 
the automobile industry, due to an un- 
looked for rebound in retail sales of 
cars, have been helped by unexpected 
fill-in orders during the past week, at 
the same time causing automobile mak- 
ers to postpone change-overs to new 


models. 
* * * 


The need of the railroads for 
modernizing and repairing their equip- 
ment, with much real requirement for 
entirely new engines and cars of all 
types, becomes monthly more pressing. 
Hope is strong that this need may re- 
sult, before the year is out, in sub- 
stantial orders. Release of railroad 
buying for any considerable amounts 
of equipment would be an important 
factor in providing jobs for further 
workers in many lines. 

* * 


Fruit jar ring manufacturers 
have advised the trade of an advance 
of three cents per gross on current 
prices. The advance, it is said, has 
been made necessary by increased costs 
of production due to operation under 
the industrial code. The increase is 
not subject to trade discount. 


* * * 


Lenk Blotorches will be advanc- 
ed 10 per cent on Sept. 1, according to 
an announcement dated Aug. 15, and 
issued by The Lenk Mfg. Co., Newton 
Lower Falls, Mass. 


* * * 


Prices on Rudy furnaces were 
reduced on Aug. 14 by the Rudy Fur- 
nace Co., Dowagiac, Mich. The re- 
ductions, applying to the company’s 
standard residential furnaces, range 
from 20 to 23 per cent, and are said 
to have been made possible by manu- 
facturing and selling economies to- 
gether with anticipated sales im- 
provement. 

* * * 


July sales of the Apex Electrical 
Mfg. Co., Cleveland, Ohio, were the 
largest of any July in the company’s 
history. The company manufactures 
household washers and ironers, vacuum 
cleaners. and other household utilities. 


Small town business is on the 
upturn according to 80 per cent of the 
small town bankers who replied to a 
recent questionnaire prepared by the 
Household Magazine. The bankers 
were located in 1000 small towns of 
less than 10,000 population in 20 dif- 
ferent States. 

* * * 


New prices on improved mod- 
els of One Minute household washers 
have been issued by the One Minute 
Washer Co., Newton, lowa. The new 
suggested retail prices are as follows: 
model 140, $49.95; model 150, $59.95: 
model 160, $69.95; model 170, $79.95: 
model 180, $89.95; model 151, $94.95, 
and model 171, $114.95. 


* * * 


Prices on their entire line of 
enameled ware were withdrawn on July 
28 by the United States Stamping Co.. 
Moundsville, W. Va., due to increased 
costs of material and labor under the 
industrial code. A new price list is 
being prepared by the company. 


% * *% 


Washing machine manufacturers 
are anticipating better times, accord- 
ing to J. R. Bohnen, secretary, Amer- 
ican Washing Machine Manufacturers’ 
Assn. The industry, Mr. Bohnen says, 
is steadily putting more men back to 
work and at various points is announc- 
ing increases in wages as numerous 
manufacturers have adopted the blank- 
et code pending approval of a code for 
the industry. Higher prices are pre- 
dicted, and many benefits expected 
from general conformance with the Re- 
covery Act. 

% * 


Maytag August orders will be 
50 per cent greater than any other 
month in the history of the Maytag 
Co., Newton, Iowa, manufacturers of 
héusehold washing machines, states FE. 
H. Maytag, president of the company. 
Orders for 40,000 washers had been 
received by Aug. 22, and a total of 
50,000 is expected by Sept. 1. A five 
per cent wage increase was granted 
employees effective Aug. 16, increas- 
ing the semi-monthly payroll to more 
than $85,000. With nearly 2000 em- 
ployees working on two shifts, the num- 
ber on the company’s payroll is almost 
double that of three months ago and 
the largest in its history. 

% & & 


Further indications of improved 
business are found in the Federal Re- 
serve Board’s monthly report show- 
ing that department store sales in July 
were 4 per cent greater than a year 
ago. Reports came from 431 stores 
in 212 leading cities. The largest gains 
were made in Western cities. 
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REMINGTON ACQUIRES 
CHAMBERLAIN CARTRIDGE 


Charles K. Davis, president, 
Remington Arms Co., Ine.. 


Bridgeport, Conn., has announced 
acquisition of the entire business 
and property of the Chamberlain 
Cartridge & Target Co., 
land, Ohio. 

The manufacturing operations 
of the Chamberlain company are 
located at Findlay, Ohio, where 
for almost a half-century Blue 
Rock targets and Chamberlain 
traps have been produced. This 
plant will now be known as the 
Chamberlain Target & Trap 
Works of the Remington Arms 
Co., Ine. 

These products will be 
under the 
Remington 


Cleve- 


sold 
supervision of the 
sales organization, 
with headquarters at Bridgeport, 
Conn., to which point all in- 
quiries and orders should be di- 
rected. 

The Remington company feels 
that this line is a worthy addi- 
tion to round out its line of 
sports supplies. 


MILL SUPPLY GROUPS 
MEET SEPT. 25-27 


The annual triple convention 
of the mill supply industry spon- 
sored by the National Supply & 
Machinery Distributors’, Southern 
Supply & Machinery Distributors’ 
and American Machinery Manu- 
facturers’ Associations has been 
set for Sept. 25, 26 and 27 at 
the Wardman Park Hotel, Wash- 


ington, D. C. The convention 


had originally been planned for | 


May 9, 10 and 11. 
George A. Fernley, secretary- 


treasurer, the National Supply & | 


Machinery Distributors’ Associ- 
ation, makes his headquarters at 
505 Arch Street, Philadelphia, 


Pa. 


NEW FIRM REPRESENTS 
HARDWARE MAKERS 
The E. M. Joesam Co. has 


opened temporary headquarters 
at 132 Oxford St., Boston, Mass., 
as manufacturers’ representa- 
George J. Levy and Sam- 
uel S. Steinberg, formerly of the 
C. A. Cunningham Co., Boston, 


tives. 


Mass., and E. M. Reubens, for- | 





merly of the Motor Parts Co., | 
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Boston, Mass., are 
the new organization. 

The Joesam company 
sents the following manufactur- 
ers in New England: The Stand- 
ard Wire Cloth & Screen Co., 
York, Pa.; The Skillman Hard- 
ware Mfg. Co., Trenton, N. J.; 
The General Hardware Corp., 
Milwaukee, Wis., and The EIl- 
wood Steel Corp., Ellwood City, 
Pa. In northern New England 
and metropolitan Boston the 
company represents The Federal 
Enameling & Stamping Co., Pitts- 
burgh, Pa. 


repre- 


DISCUSS FABRICATED 
METAL PRODUCTS CODE 

Following a conference with 
Deputy Administrator H. O. 
King, National Recovery Admin- 
istration, called for the purpose 
of discussing provisions of a pro- | 
posed code of fair competition 
for the Fabricated Metal Prod- 
Industry, the Fabricated | 
Products Federation has 
addressed a communication to | 
some 6500 manufacturers and | 
trade associations employing be- | 


ucts 


Metal 


o'clock closing for Saturday 
| nights. The association, which 








H. D. NORTH 


tween 750,000 and 1,500,000 per- 
sons, urging the desirability of 


| 
all elements in the industry | 
agreeing upon a single basic | 
code. 
Representatives of approxi- | 


mately 100 organizations and 
outstanding companies met with 
Deputy King and discussed the | 
code which had been drafted. It 
was made clear in the conference | 
that the industry desires to con- | 


members | of | 


| ADOPTS UNIFORM HOURS 


and have complete charge of ad- 
| vertising, to acquaint the public 


form to the National Industrial 
Recovery Act and the President’s 


| Reemployment Agreement. The 


decision to circularize the in- 
dustry and point out the delay 
and expense incident to the prep- | 
aration and handling of codes and | 
their administration after final 
approval was unanimous. The 
Federation pointed out that it 
will function through the activi- 
ties of existing associations and 
those now being formed where 
none exist. 

Officers of the Federation are: | 
Chairman, H. D. North, presi- | 
dent, Ferry Cap & Set Screw Co., 
Cleveland, @hio, and secretary- | 
treasurer, Harry S. Kimball, for- | 
mer president of Remington | 


Arms Co. | 


NORTH QUEENS GROUP 


Members of the North Queens 
Paint, Hardware & Housefur- 
nishings Association at a recent 
meeting adopted uniform store 
hours calling for a seven o’clock 
closing on weekdays and ten 


includes 50 per cent of the hard- 
ware, paint and housefurnishings 
dealers in Corona, Elmhurst, 
Jackson Heights, Long Island 
City, Woodside and East Elm- 
hurst, all in Queens County, 
New York, elected John Imber- 
gamo as president. Other off- 
cers are: William Weger, vice- 
président; Lawrence Glickman, 
39-21 103rd St., Corona, N. Y., 
Secretary, and George Eberle, Jr., 
treasurer. 

An executive committee, com- 
prising Mr. Glickman, Fred 
Schuerner and S. Shafer, was ap- 
pointed to solicit new members 


with the new hours. 


E. S. FRASER MANAGES 
MAYTAG IN CANADA 


The Maytag Co., Ltd., Winni- 
peg, Man., Canada, has an- 
nounced appointment of Edward 
S. Fraser as general manager 
for Canada, succeeding C. M. 
Roberts. Mr. Fraser has had 
wide experience in Canada, 
United States, Great Britain and 
continental Europe. 





N. T. JACOBS JOINS 
WOOD SHOVEL & TOOL 


Norman T. Jacobs, formerly 
sales manager, Ames Baldwin 
Wyoming Shovel Co., Parkers- 
burg, W. Va., has joined the 
Wood Shovel & Tool Co., Piqua, 





N. T. JACOBS 


Ohio, as assistant sales manager. 
C. L. Butts is sales manager. 

E. T. Nipher, formerly works 
manager of the Anderson, Ind., 
plant, Ames Baldwin Wyoming 
Shovel Co., is now superinten- 
dent of the plant of the Wood 
Shovel & Tool Works. 


FORSBERG CO. NAMES 
NEW REPRESENTATIVES 


Appointment of new represen- 
tatives of The Forsberg Mfg. Co., 
Bridgeport, Conn., manufacturers 
of screw drivers, hack saw 
frames and blades, etc., has 
been announced by H. S. Fors- 
berg, president of the company. 
W. C. and R. R. Brunson, oper- 
ating at 1011 E. Church St., 
Edenton, N. C., under the name 
of Brunson Bros., represent the 
Forsberg company in Virginia, 
North Carolina, South Carolina, 
Georgia, Fiorida, Alabama, Mis- 
sissippi, Tennessee, Kentucky 
and West Virginia. N. Loewen- 
thal, 1516 Main St., Fort Worth, 
Tex., is covering the states of Ar- 
kansas, Texas, Oklahoma and 
Louisiana. W. E. Brennan, 206 
N. 16th St., Richmond, Ind., rep- 
resents the Forsberg company in 
Ohio, Indiana and Michigan. 
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SALEM, MASS., DEALERS 
SIGN AGREEMENT 


‘ Hardware, paint and_ wall 
paper dealers in Salem, Mass., 
met recently to agree upon speci- 
fic hours for opening and clos- 
ing. The meeting was under 
auspices of the local Chamber 
of Commerce. Store hours will 
be 8. a. m. to 5:30 p. m. except 
on Saturdays. 


FUNKE WILL HANDLE 
N. Y. POLAR PAK SALES 


Erwin H. Funke, direct fac- 
tory representative, 41 Union 
Square, New York City, has 


been appointed sales agent in 
the metropolitan N. Y. district, 
for Toledo Premium Specialties, 
Inc., Toledo, Ohio. Mr. Funke’s 


new line includes Polar Pak | 
bottled beverage coolers and 


kitchenware specialties. 





IOWA DEALERS DISCUSS 
CODE UNDER NRA 


Forty hardware dealers from | 


surrounding counties met re- 
cently at Ida Grove, Iowa, to | 


discuss the proposed code for | 
the retail hardware men _ of | 
western Iowa. Ray Pilcher, Ida 
Grove, Iowa, presided at the 
meeting. Philip Jacobsen, Mason 
City, secretary of the Iowa as- 
sociation addressed the group. 


SAFE PADLOCK & HDW. 
COMPANY REORGANIZED 


The plant, business and assets 
of the Safe Padlock & Hardware 
Co., Lancaster, Pa., have been 
purchased by Fred A. Wiker 
and Douglas W. Franck. The 
company has been reorganized 
under the same name with Mr. 
Wiker as president and treas- 





| 
| 





FRED A. WIKER 


urer and Mr. Franck as vice- 
president and secretary. The 
business, which has been in op- 
eration since 1849, is one of the 
oldest manufacturers of pad- 
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locks, night latches and builders’ | the evening, followed by home | 
six | 


hardware in the United States. 


Mr. Wiker was 


with a retail and wholesale hard- | 


& 
DOUGLAS W. FRANCK 





ware business in central Penn- 
sylvania for the past 36 years, 
for a number of years as vice- 
president and_ director. Mr. 
Franck has been plant super- 
intendent of a hardware manu- 
facturing company for a number 
of years. 


McWHORTER, WEAVER 

VICTIM OF ROBBERY 

Thieves recently broke 
headquarters of McWhorter, 
Weaver & Co., Nashville, Tenn., 
wholesale hardware distributors, 
opened the safe by boring holes 
through the combination lock 
and escaped with cash and valu- 
ables. 


MAKES SON A PARTNER 
ON 40TH ANNIVERSARY 


In celebration of his 
anniversary in the 
business, Charles A. Sturmer, 
Port Huron, Mich., has taken 
his son Carl into partnership. 
The firm name is now C. A. 
Sturmer Co. Following gradua- 
tion from college in 1923, Carl 
Sturmer became an employee of 
the business. 


PHILADELPHIA DEALERS 
HOLD ANNUAL OUTING 


More than 130 men, women 
and children attended the recent 
outing of the Retail Hardware 
Association of Philadelphia at 
the Silver Lake Inn in New Jer- 
sey. The program included a 
baseball game between dealers 
and salesmen, with the dealers 
losing out by a score of 13 to 12. 
President Harry D. Kaiser and 
Vice-president George R. Park, 
Jr., managed the dealers’ team. 
Other features during the day 
were: putting, target ball, quoits, 
bucket ball and volley ball. 


A steak dinner was given in | 


associated 


| 


| 
| HOUSEFURNISHINGS SHOW 





into 


| 


talent and a floor show of 


acts, 


| ODELL HARDWARE MOVES 


ITS WHOLESALE DEPT. 


The Odell Hardware Co., 
Greensboro, N. C., 
wholesale and automobile acces- 


| sory department into a new ware- 


house located on the outskirts of 
that city. The new warehouse is 
a modern two-story building con- 
taining 94,000 sq. ft. of floor 
space and has a railroad siding. 


HELD IN CHICAGO MART 


The House Furnishings and 
Electrical Appliance Exposition 
brought a sizable crowd of buy- 
ers to the fourteenth floor of the 


is moving its | 
| son-in-law 


| of 






AID HARDWARE FIFTY 
YEARS IN BUSINESS 


The Aid Hardware Co., W. 
Plains, Mo., celebrated the first 
week in August its fiftieth an- 
niversary. CC. T. Aid, founder 
the business, is still active 
in the firm, being assisted by 
his Joe R. Aid, Sr., his 
Hubert Wood and 
grandsons, Charles and Joe Aid, 
Jr. The Aid company first op- 
erated in Rogers, Ark., moving 
to West Plains two years later 
as Aid & Cook. 

The business, although still 
bearing the name Aid Hardware 
Co., now operates as a depart- 


son, 


ment store. At different times 
C. T. Aid has had various part- 
| ners. The business occupies a 


Merchandise Mart, Chicago, IIL, | 
between July 31 and Aug. 12. 


| Buyers came from 42 States and 


nine foreign countries to examine 
and purchase the many electrical 
appliances and housefurnishings 
items on exhibit. 

Numerous giftware lines made 
their appearance at the show, 
many of them being brand new 
numbers. 


KING HARDWARE BUYS 
W. H. LETTON SEED CO. 


The King Hardware Co., At- 


| lanta, Ga., has acquired the busi- 


fortieth | 
hardware | 





{ 


ness of the W. H. Letton Seed 
Co., 67 Broad Street, S. W., 
which will be operated as a new 
department. The company’s 
former branch at 132 Whitehall 
Street has been moved to the 
former Letton quarters. W. 
Letton continues with the com- 
pany as manager of the new seed 
department. G. M. Treadway, 
manager of the former Whitehall 


building with full 
size basement, and has a total 
space of 50,000 square feet. 


three-story 


T. W. LEWIS HURT IN 
AUTOMOBILE ACCIDENT 


T. W. Lewis, president, Lewis 
Supply Co., Memphis, Tenn., 
wholesale mill supply house, was 
badly bruised and cut recently 
when his automobile plunged off 


| the highway between Le-Hi and 


West Memphis. Mr. Lewis was 
returning from Helena, where he 


| had been on business connected 
| with his branch plant there. 


ORGILL BROS. HOSTS 

AT GET-TOGETHER 
More than 200 hardware deal- 
ers and their employees were 
entertained at a recent get-to- 
gether party held at Riverside 
Park, Memphis, Tenn., with 
Orgill Bros. & Co., Memphis, 
wholesale hardware distributors 


as hosts. John W. Morris, sales 


| manager, Orgill Bros., was mas- 


Street branch, is in charge of the | 


hardware department of thé new 
branch. 


ALUMINUM INDUSTRY 
SUBMITS ITS CODE 

A code for the aluminum 

dustry was submitted recently to 


in- 


ter of ceremonies. 
Chicken dinner with a 
plete menu was served on the 


com- 


| ground, followed by a lively pro- 


| gram of entertainment. 


One of 


| the features of the evening was 


the National Recovery Adminis: | 
tration. The Association of Man- | 


ufacturers in the Aluminum In- 
dustry terms it a basic code cov- 
ering mining of bauxite, concen- 
trates, virgin aluminum, sheets, 
shapes, forgings, foil, powders, 
castings, pistons and other prod- 
ucts. The labor provisions are 
those of the Recovery Act. 

The code contains the usual 
provisions against promoting 
monopolies, and the administra- 
tion of it is entrusted to the As- 
sociation of Manufacturers in the 
Aluminum Industry. 


the serving of a giant water- 
melon. It is the custom of Orgill 
Bros. & Co. to comb the terr:- 
tory each year for the largest 
melon for this occasion. 


KELLEY-HOW-THOMSON 
HAS “GRUNOW” LINE 


The Kelley-How-Thomson Co., 
Duluth, Minn., wholesale hard- 
ware distributors, has recently be- 
come distributor for the Grunow 
refrigerator manufactued by The 
General Household Utilities Co., 
Chicago, Ill. The Kelley-How- 
Thomson organization will dis- 
tribute Grunow refrigerators in 


| most of the territory it covers. 
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OHIO ASSOCIATION 
DISCUSSES NRA CODE 


A meeting was held August 


the problems to be met by the 


9 and 10 by The Ohio Hard- | 


ware Association, at Cedar 
Point, Ohio, with an attendance 
of 200. President Don W. 
Mitchell, Ashtabula, Ohio, pre- 
sided over the sessions, a morn- 
ing meeting being devoted to 
discussion of association activi- 





DON W. MITCHELL 


ties and dealers’ problems. Plans 


for a membership campaign 
were made. The recommenda- 
tion of the Federal Govern- 
ment that retailers join their 


different trade associations was 
one subject fully discusseed and 
explained. 

Paul J. Stokes, 
search Division, 
Ind., spoke on the NRA activi- 
ties and answered questions on 
codes, etc. Those present were 
unanimous in the opinion that 
dealers would get back of the 
NRA and cooperate to the full- 
est extent. The opinion was ex- 
pressed that hardware 
should have a 48-hr. 
week with an opening period of 
from 58 to 63 hr. 


NRHA Re- 


Indianapolis, | 
| also attended. 


dealers 
working | 


The association voted to have | 


an annual summer meeting as 
part of its regular program. The 
directors met and decided to 
move the office of the secretary 
from Dayton to Columbus some- 
time during this month, with 
a view to closer cooperation in 
legislation matters and to give 
a more central location for di- 
rectors’ meetings, etc. 


PHILADELPHIA ASSN. 
DISCUSSES NRA CODE 
A special NRA Code discus- 


| a m. 


NRA in its activities and ans- 
wered questions asked by 
dealers. 

A resolution was passed by the 
meeting favoring a minimum 
48-hr. work week for all em- 


ployees in the retail hardware | 


trade, now listed under the 40-hr. 
week classification of the tem- 
porary blanket code of the NRA. 
The association also went on 
record as favoring the payment 


'of an $8 minimum wage for 


a 48-hr. week for learners of 
from 16 to 18 years of age. 


NORGE DISTRIBUTORS 
DISCUSS CAMPAIGNS 


The Norge Corp., Detroit, 
Mich., recently held a meeting 
in that city for its distributors, 
at which time plans for the sum- 
mer and fall campaigns were 
discussed. Programs for mer- 
chandising during the balance of 


the year were discussed as well 


as the various dealer helps and 
other promotional plans. Repre- 


| sentatives of the company pres- 


ent at the meeting included: 
Howard E. Blood, president of 
the company and first vice-presi- 
dent of the Borg-Warner Corp.; 
John H. Knapp, vice-president in 
charge of sales; C. D. Donovan, 
secretary-treasurer ; 
Sterling, 


advertising and sales 


promotion manager, and C. L. | 


Watkins, assistant secretary- 
treasurer of the company. Re- 
gional and divisional managers 
Eighteen distrib- 
utors were present. 


LYNN, MASS., DEALERS 
REGULATE HOURS 


Thirty four hardware, wall 
paper, paint and sporting goods 
stores in Lynn, Mass., recently 
signed an agreement to have 
their stores open from 7:30 
to 5:30 p. m., and on 
Saturdays from 7:30 a. m. to 
i. = * 


BROOKLYN ASSOCIATION 
DISCUSSES NRA CODE 


Sixty eight members and 


| guests attended the August 10 
| meeting of the Brooklyn Hard- 


sion was the feature of the Au- | 


10 meeting of the Retail 
of Phil- 


gust 
Hardware Association 


adelphia, held at the Fraternity | 


Bldg., Philadelphia, Pa., 
Herbert P. Sheets, managing di- 
rector, NRHA, as the chief 
speaker. Mr. Sheets described 
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with | 


ware Association, held in the 
Johnson Bldg., at which time 
the NRA Code was discussed. 
President Thomas Grogan intro- 
duced John B. Foley, Syracuse, 
N. Y., secretary of the New 
York State association who 
talked upon the NRA code and 
activities. R. J. Atkinsen also 
discussed the code. 

Discussion was held on the 
adoption by all Brooklyn hard- 
ware stores of 6 or 7 p. m. as 


James A. | 


| official closing hour. Following | 


the meeting refreshments were 
served in a restaurant with the 
association as host. 


KEHOE REPRESENTATIVE 
OF THOMAS DEVLIN CO. 


W. V. Daugherty, president, 
Thomas Devlin Mfg. Co., Bur- 
lington, N. J., makers of Devlin 
fittings and Fretz nipples, has 
announced the appointment of 
A. J. Kehoe as its representative 
in Indiana and Ohio. Mr. Kehoe 
has had a wide and varied ex- 
perience. He will cover the lead- 
ing cities in Indiana and Ohio 
as well as the Detroit, Mich., 
area. 


| 
| 





| 


H. W. SQUIRES TAKES ON 
MORE FISHING TACKLE 


H. W. Squires, 163 Second St., 
San Francisco, Cal., manufac- 
turers’ representative, has taken 
on the products of the Cortland 
Line Co., Cortland, N. Y., cov- 
ering the eleven western states. 
He has also become representa- 
tive of the E. A. Peckinpaugh 
Co, Chattanooga, Tenn., on its 
special lures. Mr. Squires con- 
| tinues to represent the Montague 
| Rod & Reel Co., Montague City, | 

Mass., and Edw. Vom Hofe & Co. 





F. B. CONNELLY CO. 
DEALER MEETINGS 


The F. B. Connelly Co. re- 
cently held four meetings for its 
dealers handling Grunow electric 
refrigerators made by General 
| Household Utilities Co., Chicago, 
| Ill. At the meetings, which were 
| attended by dealers, their sales- 
| men and service men, new models 
were exhibited and explained by 
sales and service men from the 
factory. 

Meetings which included lunch- 
eort were held at: Multnomah Ho- 
tel, Portland, Ore.; New Wash- 
ington Hotel, Seattle, Wash.; 
Davenport Hotel, Spokane, Wash., 
and at the Connelly Branch in 
Billings, Mont. The Connelly 
organization has branches in 
each of the four cities named 
above. 


CHATTANOOGA DEALERS 
ADOPT NRA CODE 


At a recent meeting of Chat- 
tanooga, Tenn., and East Ten- 
nessee hardware dealers held at 
the Chamber of Commerce, 
Chattanooga, the NRA code was 
adopted. Rivers Peterson, edi- 
tor, Hardware Retailer, Indian- 
apolis, Ind., and Walter Harlan, 








secretary, Southeastern associa- 
tion addressed the _ dealers 
present. 


N. Y. ASSNS. PLAN 
DUTCH TREAT OUTING 


A Dutch Treat Outing will be 
held Wednesday September 13 
at Jones Beach, L. I., N. Y., 
under the auspices of the Hard- 
ware Square Club, The Hard- 
ware Boosters, Brooklyn Hard- 
ware Association and the Hard- 
ware & Supply Dealers Associa- 
tion of Manhattan & Bronx 
Boroughs. Tickets for the affair, 
including dinner at the Wan- 
tagh Hotel, Wantagh, L. L., are 
$2. Ralph S. Allen, Pheoll Mfg. 
Co., 78 Walker Street, New York 
City, secretary of the Brooklyn 
Hardware Association and of the 
Hardware Square Club is chair- 
man of the committee. Other 
members of the committee are: 
H. A. Cornell, Frederick Pfeifer 
and C. H. Tilson. 

During the day, golf, horse- 
shoe pitching, swimming, shuffle 
board and other games will be 
played. The dinner ot the Wan- 
tagh Hotel will start ot 6:00 
p. m. 


R. R. GILL IS V. P. OF 
CONTRACTING FIRM 


Roy R. Gill, for many years 
vice-president and general man- 
ager of the Holley-Mason Hard- 
ware Co., has been made vice- 
president of the Morrison-Knud- 
sen Co., Boise, Spokane and San 
Francisco, and of the Electric 
Railweld Sales Corp. of Chicago. 


ACQUIRES BUSINESS OF 
MORE HANDY TRUCK CO. 


The Material Handling & En- 
gineering Co., 100 Rutledge St., 
Brooklyn, N. Y., has acquired 
the business of the More Handy 
Truck Corp. and will continue 
the manufacture of the com- 
pany’s line of ash can and barrel 
tricks. Improvements have been 
made in the trucks making them 
general utility trucks and the 
plant of the More Company has 
been rebuilt with new equip- 
ment. 


SCRUGGS RESIGNS FROM 
SALES ORGANIZATION 


Julian Scruggs has resigned 
from the firm of Cavert, Lips- 
comb & Scruggs, Nashville, 
Tenn., and Dallas, Tex., manu- 
facturers’ agents, which is now 
known as Cavert & Lipscomb. 
H. R. Miller, who was with the 
organization for many years, is 
associated with the new firm. 
He will again look after part of 
Tennessee, Virginia, the Caro- 
linas, Georgia and part ° of 
Florida, the territory he formerly 
covered. 
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WILSON MANAGES SALES 
FOR RICHARDSON CO. 


H. A. Wilson has been 
pointed sales manager of the 
Richardson Rod & Reel Co., 3150 
North Sawyer Avenue, Chicago, 
Ill., having 





H. A. WILSON 


Hoyle, now secretary of the As- 
sociated Fishing Tackle Manu- 
facturers. Mr. Wilson has had 15 


years of experience in selling the | 


wholesale trade hardware, elec- 
trical and sporting goods lines. 


ap- | 


HYDE MFG. CO. OPENS 
NEW YORK OFFICE 


The Hyde Mfg. Co., South- 
bridge, Mass., has opened an east- 
ern sales office at 16 Warren St., 
New York City. Since 1875 the 


succeeded E. P.| company has been manufactur- 
ing cutlery and cutting tools. A | 


new catalog has just been issued 
| on painters’ and paperhangers’ 
tools which completely covers 
that trade. 

The eastern office will cover 
| the middle Atlantic Seaboard 
territory while the western office 
at 440 S. Dearborn St., Chicago, 
covers that territory. 


MEPHISTO TOOL CO. 
MOVES ITS PLANT 


The Mephisto Tool Co. plant 
is now located at Hudson, N. Y. 
Previously the campany had 
| been located at Meriden, Conn., 
| where it had been moved fol- 
| lowing a fire suffered at Wal- 
lingford, Conn. The company 
| is 103 years old, having been 
| founded in 1830. 





NRA RULES THAT TRAVELING SALESMEN’S 


ASSOCIATIONS MAY 


(From Our Washington Bureau) 

Easier access to purchasing 
agents and more liberal expense 
accounts for traveling salesmen 
were among the provisions of a 
code filed with the National Re- 
Administration by the 


covery 

Order of United Commercial 
Travelers. S. B. McMaster, Su- 
preme Counselor, and W. J. 


Sullivan, Supreme Secretary of 
the order, were informed that 
the National Industrial Recovery 
Act limits the submission of 
codes to employers through trade 
associations representing indus- 
tries. 

The United Commercial Trav- 
elers stated that more than 500,- 
000 traveling salesmen in the 
United States are the only em- 
ployees of industry required to 
work without the assurance of 
definite incomes given to stenog- 
raphers, clerks and other classes 
of workers. 

“We submit,” the preamble 
stated, “that this entire basis of 
payment should be changed in 
the interest of national prosper- 
ity.” 

The proposed code proceeded: 

“Inasmuch as the selling busi- 
ness is more peculiar than any 
other business and in many cases 
the sale or the call of the sales- 
man must be regulated by other 
conditions, we believe that no 
working hour limit should be 
placed upon either the sales- 
man or employer, but that so far 
as possible no salesman should 
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be denied the privilege of the 
seventh day of rest and he should 
be permitted to return to his 
home at the end of each week. 
Nothing in this, however, ray be 
interpreted as compelling any 
business organization to permit a 
salesman to return home when 
he is at such distance away that 
the expense of returning home 
would be greater than the ex- 
pense of his remaining upon his 
territory. 

“In the interest both of the 
employer and the employee, it 
shall be understood that pur- 
chasing agents shall be required, 
except in extreme cases, to hold 
to their schedule of interviewing 
salesmen and devote the time 
which they set to that purpose, 
making every effort to save as 
much time for the salesman as 
possible by keeping their com- 
mitments which they make to the 
salesman.” 

For salesmen working upon a 
“salary-and-expense basis,” the 
code proposed a minimum salary 
of $150 a month plus reasonable 
| traveling expenses while away 
from home. 
on a commission basis, it is con- 








collect each month against their 
commissions not less than 75 per 
cent of the total amount of com- 
missions due them against orders 
which have been definitely passed 
by the credit department for ac- 
ceptance and shipment by their 
employers.” 





Salesmen traveling | 


ALFRED N. NELSON 
Alfred N. Nelson, 68, A. N. 


| Nelson, Inc., 43 Hamilton Avenue, 


Brooklyn, N. Y, hardware firm, | 


died Aug. 16 at his home in 


Brooklyn, following a heart at- | 
Mr. Nelson, a native of 


tack. 
Brooklyn, first worked for a 
brokerage firm, later joining his 
uncle, John Anson, founder of 
the hardware business. 


son succeeded him as head of 


When | 
Mr. Anson died in 1910 Mr. Nel- | 


| —— OBITUARY = 


OTTO E. LANG 


Otto E. Lang, 75, Mishawaka, 
Ind., who was one of the oldest 
hardware dealers in the state, 
died Aug. 18 at his home in that 
town. He first engaged in the 
lumber business with his father, 
who was a member of a lumber 
firm. In 1886 the present O. E. 
Lang & Co. business was estab- 
lished. He was active in civic 
affairs having served as township 
trustee and as town clerk. 


the firm. Mr. Nelson was active | 


in Masonic affairs and was for 

several years treasurer of the 

Methodist Episcopal Hospital. 
Mrs. Nelson, two daughters and 


| a sister survive, as well as Rob- 


ert Hammond, manager of the 


| business, and a son-in-law of Mr. 





Nelson. 


JOSEPH GLICKMAN 


Joseph Glickman, who for 35 
years conducted a hardware and 
paint store in Corona, N. Y., died 
recently, following an illness of 
five years. The business was 
founded by Marks Glickman, 
upon whose death Joseph Glick- 
man continued the business. Jo- 
seph Glickman’s son, Lawrence, 
survives and is continuing the 
business. 


R. C. MONK 


R. C. Monk, 66, president, 
Cason, Monk & Co., Nacog- 
doches, Tex., wholesale and re- 
tail hardware, implement, etc., 
dealers, died Aug. 11. For a 
short time Mr. Monk was in busi- 


JOSEPH SCHENK 


Joseph Schenk, 67, George- 
town, S. C., associated with a 
wholesale hardware business in 
that town, died recently follow- 
ing a heart attack. A native of 
Germany he came to this coun- 
try at the age of 15. He had 
served as chairman of the local 
school board and as_ president 
of the Georgetown Chamber of 
Commerce. 


MRS. E. K. DENECKE 


Mrs. Edward K. Denecke, wife 
of Edward K. Denecke, formerly 
sales manager of James & Haw- 
kins, Inc., Queens Village, N. Y., 
now a merchandising executive 
with Sears, Roebuck & Co., died 
at her home in Malverne, N. Y., 
Aug. 22. 


HENRY L. FOWLER 
Henry L. Fowler, 54, Lake 
Butler, Fla., hardware dealer, 
died Aug. 15 at his home in that 
town. 





ness in Alto, Tex., but for the | 


past 42 years was 
Nacogdoches. The present firm 
was established in 1893 and in- 
corporated in 1905. Following 
the death a few months ago’ of 
D. K. Cason, Mr. Monk had been 
president of the corporation. Pre- 


| vious to that time he was vice- 


| 
| 
| 





president of the company. 
At the time of his death Mr. 


Monk was an active member of | 


the city commission. 


GEORGE E. BOWDEN 


George E. Bowden, 78, presi- 
dent, J. F. Parker & Sons, Mar- 
tin, Tenn., hardware firm, died 


tended, should be entitled “to | Aug. 13 at his home in that town. 


Mr. Bowden was one of the few 
surviving pioneers of Martin, 


having located there shortly after | 


the town was laid out. He was 
president of the Martin bank and 
was recently presented with a 
gold watch for 50 years’ service 
with that institution. 


located in | 


CLYDE C. REED 


Clyde C. Reed, 64, co-founder 
of the mill supply house of Reed 
& Duecker, Memphis, Tenn., died 
Aug. 16 at his home in that city. 
In 1903, with the late William 
Duecker, he founded the _ busi- 
ness. 











| 
| CONOVER cO. PROMOTES 
STODDARD, KENNEDY 


Chief development engineer 
and factory superintendent Ed- 
gar S. Stoddard, has _ been 
elected a vice-president of The 
Conover Co., Chicago, IIl., elec- 
tric dish washing machine manu- 
facturers. R. R. Kennedy, sales 
manager, has been elected a 
| member of the board of direc- 


tors. They have assumed the 

vacancies created by the resigna- 
| tion of E. D. Watt, former vice- 
| president and director. 
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CASTER, FLOOR TRUCK 
MAKERS ORGANIZE 
The Caster & Floor Truck 


Manufacturers’ Association was 
organized on a permanent basis 
at a recent meeting held in Chi- 
cago. Articles of association, 
by-laws and a code of fair prac- 
tice for the industry were 
unanimously adopted. Officers 


| stage and screen stars will par- 


| ticipate in the intense campaign 


and directors were elected, and | 


the secretary and treasurer, John 
A. Cronin, authorized to make 
his headquarters at 60 E. 42nd 
St., New York City. 


MOORE, DISTRICT CHIEF 
GRINDING WHEEL FIRM 


in theatres, other public gather- 
ing places and over radio sta- 
tions. Motion picture theatres 
w ll show short features depict- 
ing principal points of President 
Roosevelt’s program. Women of 
the country have been mobilized 
through state and county organ- 
izations to interview personally 
every housewife in their commu- 
nities to place the enormous pur- 
chasing power of women solidly 


behind the NRA. 


William H. Moore has been ap- | 


pointed district manager at Chi- 
cago, Ill., for the Peninsular 
Grinding Wheel Co., Detroit, 
Mich. He has been connected 


with the Metal & Thermit Corp. | 


and the Burnside Steel Foundry 
Co. as well as with several rail- 
roads. 


ELECTRIC RANGE SALES 
CONTEST CONCLUDED 


More than 200 retail sales- 
men and 80 range dealers, ex- 
clusive of utilities, submitted re- 
ports to divisional directors, 


while 48 commercial managers 


and 42 local cookery councils | 


submitted reports to the National 
Electric Cookery Council head- 
quarters at 420 Lexington Ave., 
New York City, in connection 
with the recent electric range 
sales contest. 


The council announces that for | 


complete all-around detail, vari- | 
ety of activities, ingenuity of con- | 


ception and aggressiveness in 
performance, the great majority 
of the reports excelled. All in- 
dications point to the successful 
conclusion of the New Victory 
Contest as being a stimulating 
and broadening activity which 
should result in increased efforts 
for the development of electric 
cookery locally and nationally. 


NRA ENTERS DRIVE 
THROUGHOUT NATION 


Led by National Recovery Ad- 


ministrator Hugh S. Johnson, 
Washington, D. C., 1,500,000 
men and women _ volunteers 


started, Aug. 28, a coast-to-coast 
canvass to put a blue eagle in 
every shop and a 
card in every home. Commu- 
nities throughout the United 
States have organized for the 
most intense concerted cam- 
paign, in connection with which 
more than 100,000,000 pieces of 
literature will be 
Volunteer workers will display 
the blue pin signifying their ac- 
tivity. 
Throughout 


consumer's 


the week, radio, 
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Charles F. Horner, National 
Recovery Administration, Wash- 
ington, D. C., is directing the 


drive. 


G.E. PLANS LIGHTING 
SALES COURSE AT 
CLEVELAND, OHIO 

A practical sales course in 
commercial and industrial light- 
ing, to be held Sept. 18 to 20, 
has been announced by the Gen- 
eral Electric Institute at Nela 
Park, Cleveland, Ohio. The 
course, besides covering the fun- 
damentals of illumination and 
vision, will offer a thorough 
grounding in the selling of better 
lighting. Several utility light- 
ing men will be featured on the 
program. 

For the benefit of those regis- 
trants who wish to be brouzht 
up to date on the latest develop- 
ments in other lighting fields, a 
supplementary two-day confer- 
ence will be offered, following 
the completion of the regular 
course. 

It is the aim of the course to 
assist in the training by utilities 


| men of men who will be actively 


| engaged in the 





distributed. | 


\ 


industry - wide 
lighting activity sponsored by the 
Edison Electric Institute, that 
will be conducted this fall. 


TOY CODE HEARINGS 

START SEPTEMBER 1 

(From Our Washington Bureau) 

Public hearings on the code 
of fair competition submitted to 
the National Recovery Adminis- 
tration by the toy industry will 
begin Sept. 1 in the Willard 
room of the New Hotel Willard. 
Deputy Administrator R. B. Pad- 
dock will conduct the meeting. 

In its present form, the code 
proposes minimum wages of $12 
a week or 30c. an hour for all 
employees, except learners dur- 
ing a six weeks’ apprenticeship, 
and cleaners, with a 40-hr. maxi- 
mum work week. The code 
would permit an aggregate of 
96-hr. overtime in one year with 
time and one-half for employees 
paid on an hourly basis. 








Retail Store News 


A. L. Ervin has sold his share A hardware and _= sporting 
in the business of the Ervin| goods store has been opened by 
Bros. Hardware Co., Jackson, | N. P. Frayseth on Pacific Ave- 
Ohio, to Oscar B. Ervin and his| nue, Willmar, Minn. 
son Paul. Bert Lopp, for many | 
years a stockholder in the busi- | 
ness has sold his stock to Donald 
Bowsher, who has been with the 
firm for many years. 





E. O. Stanford, Sherburne, 
N. Y., has purchased the in- 
terest of his partner, R. V. 
Eaton, in the hardware business 
| in that village. 

The Horace H. Brockett Co., | ~- 
has acquired the business of the} Additional space has been ac- 
former firm of L. B. Brockett &| quired for the business of the 
Sons Hardware, 10 W. State} Sellstrom Hardware Co., Elgin, 
Street, Battle Creek Mich. Rep- | Tex. 
resenting the third generation | 
of the family to be associated | 
with the business Horace H. 
Brockett has been in the store 
since 1916. The entire first floor 
of the store has been renovated. 











The David Hardware Co., 127 
W. Central Street, El Dorado, 
Kan., has moved to 113 S. Main 
Street in the same town. The 
new quarters have been re- 


modeled. 


Hardware lines have been 
added to the radio and electrical 
stock of the Thomas Electric | old 


The remaining stock of the 
Heiner Hardware Co., 


Co., 816 Locust Street, Des | Wheeling, Ohio, has been pur- 
Moines, Iowa. Ralph Thomas} chased by the Keyser Hard- 
is manager of the hardware de-| ware Co., and has been re- 





partment of the business. moved to Bellaire, Ohio. 





NEW STORE OPENS IN FERGUS FALLS, MINN. 


Howard Bristol, who was form- | for a wholesale hardware firm, 
erly in the automobile business-at-| are opening a new hardware store 
Fergus Falls, Minn., in partner- | in Fergus Falls. The store, known 
ship with Leon W. Olson, who | as the B. & O. store, is located on 
has resided in that city for the | Lincoln Ave. E. 
past five years, while traveling | 





Convention Calendar 
Week of Sept. 17, 1933 


Thirty-second Annual Convention and Exhibition, Penn- 
sylvania and Atlantic Seaboard Hardware Association, 
Washington Auditorium, Washington, D. C., Sept. 18 to 
23, inclusive, 1933. W. Glenn Pearce, managing director, 
Wesley Bldg., Seventeenth and Arch Streets, Philadel- 
phia, Pa. 

Week of Sept. 24, 1933 


Triple Convention—Southern Supply and Machinery 
Distributors’ Association; American Supply and Machin- 
ery Manufacturers’ Association, and National Supply and 
Michinery Distributors’ Association. Wardman Park Hotel, 
Washington, D. C., Sept. 25, 26, and 27, 1933. Southern 
Association Secretary: Alvin M. Smith, care of Smith- 
Courtney Co., Richmond, Va. American Association Sec- 
retary: R. Kennedy Hanson, 2010 Clark Bldg., Pittsburgh, 
Pa. National Association Secretary: George A. Fernley, 


505 Arch Street, Philadelphia, Pa. 
Week of Oct. 8, 1933 


Thirty-fourth Annual Convention of the National Fed- 
eration of Implement Dealers’ Association, Hotel Sherman, 


Chicago, IIl., Oct. 11 and 12, 1933. H. J. Hodge, secretary- 


treasurer, Abilene, Kan. 
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for Retail 


Hardware Stores 


What's _ 


Waco Home Lamp 
Assortment 


Having a suggested retail selling price 
of $1 contains six inside frosted “Waco” 
lamps. There are two 25-watt, two 40- 





watt, one 60-watt and one 100-watt lamps 
in this attractive display carton. Wabash 
Appliance Corp., 474 Johnson Avenue., 


Brooklyn, N. Y. 


““Wear-Ever” Fry-Grid 


Of extra hard thick sheet aluminum. For 
frying potatoes, mush, eggs, liver, egg- 
plant, etc., and for broiling steaks, ham, 
bacon, chops and hamburger. May be 
used to bake wheat cakes, rice cakes, 





crumpets and corn cakes. An attractive 
label tells the uses and illustrates some 
of the things it will bake, broil and fry. 
The Aluminum Cooking Utensil Co., New 
Kensington, Pa. 


Toastmaster Hospitality Tray 


Complete with Toastmaster (double or 
single slice) toaster, chromium finished 
tray, bread board and knife with six 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors— New Deals— 


NR 3-5 ke eae aad 














matched crystal dishes. Dishes designed 
for caviar, cream cheese, etc. Suggested 
retail selling prices; $19.75, with two slice 








Toastmaster, $15.25 complete with one 
slice Toastmaster; $7.50 if purchased alone 
and $3.75 if purchased with a Wafflemaster. 
Waters-Genter Co., 213 N. 2nd St., Minne- 
apolis, Minn. 


Issues Booklet on duPont MX 
Smokeless Shotgun Powder 


Under the title of “Ballistic Notes on 
du Pont MX Smokeless Shotgun Powder” 
this booklet provides a basis for compari- 
son of other powders with a multi-base 
propellant. Describes the composition and 
characteristics of black powder, nitrocel- 
lulose or so-called single-base powders 
and nitrocellulose-nitroglycerine or double- 
base powders. Oscillograph studies of the 
performances of the several types of smoke- 
less powder are presented and illustrated 
with graphs. Some of the headings are: 
“Effect of pressure development on_pat- 
terns”; “Effect of pressure development on 
combustion of the powder”; “Effect of 
pressure development on recoil” and “Pow- 
der flexibility.” Wallace H. Coxe, ballistic 
engineer, Burnside Laboratory, Smokeless 
Powder Department, E. I. du Pont de Ne- 
mours & Co., Wilmington, Del., is author 
of the booklet. Copies are available from 
the du Pont company. 





Master Lock Co. Offers “Quality Hardware” Sign 


This attractive sign reading 
“Quality Hardware” is offered by the 
Master Lock Co., Milwaukee, Wis., to 
call the public’s attention to the fact 
that the independent retail hardware 
store handles quality lines. It does 


plated brass letters mounted upon a 
crystal black base. It measures 13% 
in. by 9% in. Available, free of 
cost to dealers, with a purchase of an 
assortment of *Master Padlocks cost- 
ing the dealer $9.00. The assortment 





not advertise any line and is of a 
size and appearance which please the 
eyes. The sign which may be used to 
advantage in a show window or on 
the counter or table display has nickel 


comprises 12 No. 22 Strong Boy, 6 No. 
1400 “Special,” 6 No. 77 Jungle King 
and 6 No. 3 Little Giant padlocks. 
The “Quality Hardware” sign is avail- 
able to dealers for a limited time only. 
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*“Schermac” Razor for 
Use Under the Arms 


A round shaped model with circular 
blade designed for women to use in shaving 
under the arms. Used in the same manner 
as other safety razors. Has four parts in- 
cluding the blade. Packed in attractive 
carton. Suggested retail selling prices: 
razor $1, blades two for 25c. Dealer dis- 
count 33 1/3 per cent to 40 per cent, de- 
pending upon quantity purchased. Scher- 
mack-Thompson Corp., 1164 W. Baltimore 
Avenue, Detroit. Mich. 


Standard Electric 
*“Toledoan” No. 1445 


A full size range with porcelain enamel 
lined oven, measuring 16 x 17% x 14 in. 
with unit switch control and tempera- 
ture control. Surface burners, four full 
size, or one 6-in. may be substituted. Has 














one “Speed-Heet” burner. “Top-Heet” en- 
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closed burners may be substituted in whole 
or part. lvory porcelain enamel finish 
throughout. Features: table top height, 
recessed switch panel, appliance recep- 
tacle, clock plug for attaching timer. Unit 
cooker No. 5070 may be added optional or 
extra. Clock, optional and extra. The 
Standard Electric Stove Co., 1718 N. 
Twelfth Street, Toledo, Ohio. 


Ingersoll “Mickey Mouse” 
Timepiece Line 

Including watches and clocks. Pocket 
watch and fob list at $1, while a wrist 
watch and bracelet lists at $2.50. An 
electric clock and spring wound clock 
lists at $1.50. Mickey Mouse’s own hands 
point the time while miniature Mickeys 
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and Minnies revolve constantly. Line at- 
tractively packaged in boxes covered with 
all-over designs of the Walt Disney char- 
acters. Each deal of watches packed in a 
display carton featuring a large picture of 
Mickey Mouse. Attractive selling cards 
also available. Walt Disney Enterprises, 
Inc., has licensed Ingersoll-Waterbury Co.. 
Waterbury, Conn., to manufacture this 
line. 


Sunbeam Coffee Maker 


An electric drip-coffee maker, operating 
on vacuum principle, liquid coming in 
contact only with the glass. Coffee is 
served from lower bowl. Has chrome plated 
base with quick acting electric heating 








unit. Serving bowl fitted with comfortable 
handle of polished black. Highly polished 
chrome plated lid fits on top of coffee 
maker. Eight cup capacity. Only glass 
parts come in contact with coffee. Chicago 
Flexible Shaft Co., 5600 Roosevelt Road, 
Chicago, Ill. 


Christy Razor and Blade 
Combination Offer 


Having a suggested retail selling price 
of 25c., this combination packed in an 
attractive container includes Christy razor 
and three Christy blades. The razor has 
the massage bar feature, like that in the 
more expensive Christy models. Twelve 
razor and blade combinations are packed 
in the attractive display carton illustrated. 
One of the regular Christy blades is in 
place in the razor while the other two are 
in a separate blade carton. Christy Sales 
Co., Fremont, Ohio. 











YOU NEED A GOOD KNIFE 
‘A DOZEN. TIMES A DAY 
GET ONE NOW 






Winchester Pocket 
Cutlery Assortments 


Designed to meet practically every 
popular demand in pattern and _ style. 
Packed in assortments of 12, in attractive 
displays with easel, three color display 
card and individual partitions. Blades of 
high grade cutlery steel, polished, sharp 
and well finished with tough springs. 
Brass liners and attractive plastic pyroxy- 
lin covers. Variegated color handles, stag 
and pearl effects. Maker’s name stamped 
on blade. Illustrations show assortments 
listing at 25c. each and one of the two 
listing at 50c. each. The 25c. assortment! 
includes three of each of four different 
popular patterns. The two 50c. assortments 
differ in that blade combinations are de- 
signed to meet requirements of various 
local sections. Include two each of six 
different knife patterns. The other 50c. 
assortment has one dozen 5-in. powder 
horn pattern knives, with long clip blade, 
full polished, and nickel silver bolster and 
cap. Four different cover finishes in set. 
The 75c. assortment has six square end 
and six round end premium stock pattern 
knives. Three bladed, differing in blade 
combinations and cover finish. Winchester 
Repeating Arms Co., New Haven, Conn. 


Star-Rite Hot Plate No. 832 


Four heats and 1600 watts, standard, 
may be specially ordered in 1100 watts at 
no extra cost. Has air cooled space be- 
tween frame and switches assuring long 
life for switches. Porcelain terminal block 





to which lead wires and heater cord are 
connected is located below the stove frame. 
Fire clay heating units rest on a 1/16 in. 
asbestos sheet and steel plate. Entire bot- 
tom of burner enclosed by baffle plate. 
Stove frame and apron of heavy gage 
metal. Suggested retail selling price, $5. 
Approved by underwriters. No. 829 one 
burner hot plate has three heats, black 
Japan finish and chrome trim, etc. The 
Fitzgerald Mfg. Co, Torrington, Conn. 
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Hodell Pacesetter 
Model “Servistation” 


Designed to carry a stock of Hodell 
tire chains in continuous lengths, in four 
standard widths, from which the dealer 
can fit 90 per cent of all tire sizes, says 
the maker. Carries its stock packed in 
corrugated cartons, the original shipping 
containers, and dealer “makes” a pair of 
tire chains from this stock attaching fas- 
teners and cutting off the proper size 
tire chain as to length and width. Foot 
operated service tool is part of the Hodell 
Pacesetter Servistation equipment, and all 
operations in making and servicing tire 
chains are performed on this tool. Con- 
vertible into a modern display stand dur- 
ing warm weather by inverting shelves and 
top after removing service tool. Sold only 
with stock of Hodell tire chains. Dealer 
cost without chain stock, $14.85, complete 
with service tool. The Chain Products 
Co., Cleveland, Ohio. 


Peerless Portable 
Beer Cooler 


Offered in two styles, “A” serving four 
8-0z. glasses per minute, “B” serving eight 
8-oz. glasses per minute. Serves beer at 
correct temperature. Attaches to any 
barrel with any tapping system. Uses no 
gas tanks or gages and operates as simply 
as a water faucet. For use in the club. on 
picincs, etc. Fittings suitable for Peerless 





and New York tap. Special fitting for 
Golden Gate valves (faucet and vent) 
available. Unit is clamped on edge of 
keg, lines connected, pressure pumped up 
and ice added to prepare unit for use. 
American Tap Bush Co., Detroit, Mich. 
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Atkins “‘Home Mechanic” 
Line of Cireular Saws 


Made of special quality Sheffield steel, 
includes rip, cut-off and combination saws, 
available to fit all standard small bench 
and home workshop machines. Offered to 
afford dealers the opportunity of meeting 





the demand for medium priced small cir- 
cular saws. With this line the company 
will give free to dealers purchasing 12 or 
more of these circular saws an attractive 
metal counter display and selling unit, 


ATKINS “ss Sa 
for all types of machine 


sir 


oa 





lithographed in orange and blue. Sug- 
gested retail selling prices: 6-in., $1; 7-in.. 
$1.35; 8-in., $1.50, and 10-in., $1.90. E. C. 
Atkins & Co., 402 S. Illinois Street. 
Indianapolis, Ind. 


Republic “Dove-Tone” 
Kitchen Ware 


Restricted to a relatively short line of 
quick selling items in the moderate price 
range. Color is entirely new, indicated by 
the trade name “Dove Tone.” Chinese 
blue trim. The maker states that the 
enamel is an entirely new product, which 





is particularly free-flowing and opaque, 
resulting in finish of extreme strength, 
perfect uniformity and unusual smooth- 
ness. Illustration shows kettle filled 
through spout to eliminate contact with 
steam. The Republic Stamping and 
Enameling Co., Canton, Ohio. 





ELECTRIC DIAL HAND PHONE 0680 


Electric Dial Hand 
Phone 0680 

A toy telephone with battery and electric 
bell. When receiver is placed to child’s 
ear a “voice” speaks. Assortment of 
colors. Packed individually, in cartons of 
three dozen. The Gong Bell Mfg. Co., 
E. Hampton, Conn. 


Blue Streak Pea Sheller 

Peas or lima beans are fed into the 
machine with one hand while the other 
turns the crank. Peas or beans _ roll 
back into dish while empty pods con- 
tinue through and drop on the other side. 
Sheller attractively enameled in green with 
Marblette handle, brightly nickeled crank 





and gears. One roll is of rubber, other is 
chromium plated.’ Length 12% in., weight 
3% lb. Suggested retail selling price, 
$2.00. “The Turner & Seymour Mfg. Co., 
Torrington, Conn. 


Painters’ Friend Cleaner 

May be used either as a powder or in 
water, for cleaning” all painted surfaces, 
tile, linoleum, porcelain, glass and similar 
finishes. The maker states that is will not 
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irritate the skin. Packed 36 in a case with 
display carton and samples for free dis- 
tribution. Suggested retail selling price 
10c. per package. Cleveland Cleaner & 
Paste Co., Cleveland, Ohio. 
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Westinghouse Dual-Automatic 
Electric Range 


Equipped with Dual-automatic time and 
temperature control. GB-64 has an oven 
16 in. wide and four surface units. Fin- 
ished in conservative ivory with black 
trim. Oven in center with compartment 
16 x 18% x 14 in. Units divided two 
being at each end with working surface 
top in center of platform. Two tempera- 
ture cooking. Dutch oven method may be 
used for roasting and maintained tempera- 
ture for baking and canning. Clock starts 
and stops both operations. Equipped 
with timer at slight additional cost. 
Westinghouse Electric & Mfg. Co., E. 
Pittsburgh, Pa. 


Forsberg Wood Handle 
Serew Drivers 

Have a clear maple handle lacquered in 
natural color with deep machine cut 


grooves in the handle. Fastening method 
designed to prevent blade from turning 
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or loosening and permits elimination of pin 
so blade can be hardened all the way, 
even up inside the handle. High carbon 
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steel. Available in 3, 4, 5, 6 and 8-in. sizes, 
both of machinist’s type with blade part 
through or clean through handle, as de- 
sired. Offered to meet price competition. 
Electric type screw driver available in 4%, 
6% and 8'%-in. sizes. Display stands 
showing these items are also available. 
The Forsberg Mfg. Co., Bridgeport, Conn. 


Everedy Cap Master No. 355 For 
Removing Bottle and Jar Caps 
Made of heavy steel, finished in nickel 


with a wooden handle finished in kitchen 
green baked enamel with nickeled fer- 


Removes 
ANCHOR CAPS 
CROWN CAPS 





rule. Individually packed on display card 
with instruction card. Packed one dozen 
in a manila lock-end carton, 6 doz. to ship- 
ping carton weighing about 22 lb. For re- 
moving Mason jar caps, screw caps, 
Anchor caps and Crown caps. Suggested 
retail selling price 15c. each. Dealer cost 
$1.20 per dozen. The Everedy Co., Inc., 
Frederick, Md. 


Nesco Cold Pack Canners 


Nos. 12 and 13 have a combination jar 
rack which can be instantly changed to 
accommodate pint, quart or half gallon 
jars, while No. 11 will accommodate four 
one quart jars. Finished in brilliant blue 
enameled finish, with attractive sales pro- 
motion label. No. 13, convex shape, has 


an actual capacity of 22% qt. while No. 12, 


7-Quart Jars 





Rack for 
Interchangeable 
Jar Frames 


4-Half Gallon Jars 
straight shape model has an actual capac- 
ity of 25 qt. No. 11, straight shape model 
has an actual capacity of 13% qt. National 
Enameling & Stamping Co., Inc., 270 N. 
Twelfth Street, Milwaukee, Wis. 





Myers Centrifugal Pumps 


Of horizontal single stage suction type, 
are of simple durable construction, em- 
bodying most recent advances in design. 
Anti-friction bearings and precision ma- 
chine work insure dependable performance 
and long life. Available in capacities of 
from 20 to 700 G. P. M. and for opera- 


be a line-shaft, engine or motor. Suitable 
gasoline engines or electric motors will 
be furnished and mounted, complete with 
suitable drive on one base when desired. 
Suitable applications include: irrigation, 
drainage, circulation of hot or cold water 
or brine, swimming pools, unwatering ex- 
cavations, conveying liquids during proc- 
ess, general water supply, etc. Catalog No. 





tion against heads up to 120 ft. Cases and 
impellers furnished in cast iron or bronze 
and shafts may be either plain or stain- 
less steel. Power may be applied by flat 
belt, V-belt, or direct connection through 
a flexible coupling. Source of power may 


CT34 describes these pumps, gives speci- 
fications, features, etc., as well as tables of 
capacities, speeds, horsepower. Illustration 
shows one of the pumps for motor drive. 
The F. E. Myers & Bro. Co., Ashland, 
Ohio. 
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Independent Register 
Issues Catalog No. 33 FA 


Describing and illustrating forced air 
registers for side wall, baseboard and 
floor use. ‘“Fabrikated,” wrought steel, 
wrought (stamped) steel, and other types 
are included. Sizes and list prices are 
included in this 24 page catalog. In- 
dependent Register & Mfg. Co., 3747 E. 
93 Street, Cleveland, Ohio. 


Bernard No. 2600 Vacuum and 
No. 360 Paragon Ticket Punches 


“Paragon” No. 360 having a bright nickel 
finish lists at $1.80 per dozen. Spring ac- 
tion, opening and closing stops, stationary 
stripper spring, capacity feed, finger ring 
and spring tension reservoir. Solid or as- 
sorted dies, 3/16-in., %4-in. rounds, card 





designs, packed in display cartons of 12. 
Bernard Vacuum Punch, No. 2600, polished, 
nickel plated and buffed, full %4-in. capac- 
ity, %-in. reach, 44 in. overall. List $9.00 
per dozen for punching loose-leaf , sheets, 
tickets or cards. A light durable punch 
completely equipped with spring action, 
opening and closing stops, stationary strip- 
per spring capacity feed and visible dies. 
Packed in carton of 12 with display stand. 
Four assortments. Dealer discount 50 per 
cent on both types. The Wm. Schollhorn 
Co., New Haven, Conn. 


Master No. 1400 
“Special” Padlock 


Having a suggested retail selling price 
of 50c is individually packed, six to an 
attractive three-color carton. Features 





1% in. laminated steel case, ground and 
highly polished body, double spring se- 
curity, rust proof throughout with cad- 
mium finish. Hardened high carbon steel 
shackle, 9-32 in. diameter—%4 in. vertical 
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clearover, said to dull hack saw, file or 
bolt clipper. Two corrugated embossed 
and plated steel keys. Thirty different 
changes. Keyed-alike or master-keyed at 
no extra charge. Master Lock Co., Mil- 
waukee, Wis. ‘ 


Samson-United Coffeelator 


Coffee Maker No. 160 


Designed in heat resisting panelled 
glass, hand decorated with platinum strip- 
ings at top and base. Stove has metal 
cased heat unit, finished entirely in 
chromium with bakelite handles. Three to 
eight cut capacity. Equipped with 6-ft. 
bakelite cord set. Packed in cartons of 





six. Stove rating 110-120 volts, A. C. or 
D. C. 550 watts. This and other redesigned 
Samson electrical appliances are illustrated 
in an attractive folder. Illustrations show 
curling and waving irons, electric irons, 
heaters, waffle irons, automatic egg 
cookers, etc. Samson-United Corp., Roch- 


ester, N. Y. 


Florence 5 Burner Oil Range 


and Gas Range No. 3000 


FR5 wickless type oil range has built-in 
oven. Focused heat, feature causes heat to 
be focused on bottom of cooking utensils. 
Equipped with shield in front hiding pipe 
line and drawer type drip pan. Oven 
insulated with rock wool. Finished 
throughout with porcelain wherever parts 
are exposed to heat. Legs and other 
colored portions not so exposed are 
finished with a new kerosene - proof 
lacquer. The 3000 series gas range 
has cooking top 32 in. above the floor 


and 6 in. below top of oven. Made 
only with right hand oven. Top shelf on 
level with top of oven sets back from the 
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back splasher and does not offer any ob- 
struction over cooking top. Improved 
cone type burners make a flame small 
enough for the smallest saucepan yet 
large enough to effectively serve over any 
reasonable area. Cones may be easily re- 
moved for washing. Cooking top of 
pressed steel porcelain enameled, shaped 
to form an apron around the four burners. 
Apron acts as a heat deflector causing heat 
to concentrate on bottom of the utensil, 
reducing amount of gas consumed. Valves 
protected from the heat. Oven fully in- 
sulated with rock wool and provided with 
ventilating system. Fireless feature avail- 





able if desired. Broiler pan of smokeless 
type slides into and out of cradle, which 
can be elevated by wheel located outside 
stove. Extra large utility drawer has im- 
proved guide and drawer stop device. 
Finished. in porcelain enamel, including 
inside of oven and broiler. Ivory with 
light green trim or white with gray trim. 
Plaskon handles and salt and pepper 
shakers are part of equipment. Florence 
Stove Co., Gardner, Mass. 


“Kristokrak” Finished 
Camera Mail Box 


Designed in imitation of a pocket came- 
ra. This model No. K-85-LW has a two- 





coat feathery green finish. Equipped with 
“Dualock” a combination lock and latch. 
The Patent Novelty Co., Fulton, Ill. 
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The Retail Code Hearing 


(Continued from page 16) 


cess, judging from the text of the code 
as given on page 17. 

Horace P. Aikman, Cazenovia, N. Y., 
took up the marked preferential given 
drug stores in the matter of hours. 
These stores compete constantly and 
seriously with hardware stores. At this 
point, Deputy Whiteside stopped Mr. 
Aikman, saying the subject had been 
covered and would receive considera- 
tion. A previous speaker had displayed 
bathing suits, socks, ties, shorts, slacks 
and other clothing purchased at cut- 
prices in a Washington drug store the 
previous Sunday at 10 p.m. This made 
a real hit with the crowd and eloquently 
told the story of drug store competi- 
tion. Mr. Aikman filed his brief as did 
several speakers having similar pro- 
tests. 

Dr. Paul Nystrom represented Wool- 
worths, Kresge, and similar stores 
through the Limited Price Variety 
Store Association, Inc. He provided 
something of a pleasant shock when he 
asked that this group be added to those 
supporting the general retail code. He 
said that to bring wages in this group 
up to the $11 point would mean sub- 
stantial raises for more than 75 per 
cent of the employees of these stores. 
Judging from his figures, chain store 
conditions have been as bad (or worse) 
as those faced by independents. Of 
interest to hardware men, were Dr. 
Nystrom’s comments that hardware 
stores adding 5, 10 and 25 cent de- 
partments hurt the limited price store’s 
progress. He concluded with some 
recommendations for revisions in the 
code. In the final showdown it was 
this group of stores which made the 
greatest concessions in the interest of 
harmony. 

Despite the frequent warnings by 
Deputy Whiteside, that rebuttal argu- 
ments nor criticisms of previous speak- 
ers could not be allowed, the labor 
representatives hinged most of their 
arguments on just such a basis. They 
called the retail code as given “a reac- 
tionary code”; stated the retail trade 
had lost tremendous prestige and good- 
will by the changes; claimed that sev- 
eral clauses nullified labor benefits by 
providing too many loopholes; said cer- 
tain data offered as evidence was not 
necessary nor accurate and that the 
Labor Department had adequate fig- 
ures; said exemptions and exceptions 
retailers requested threatened the coun- 
try with more and bigger breadlines, 
etc. One woman said exemption for 
ipventory purposes was not needed be- 
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cause efficient stores keep a daily in- 
ventory. A laugh went up at this 
statement, to which she replied: “I 
know this is so because people who 
know have told me.” This is typical 
of the comments made by labor agents 
who showed an unfortunate lack of 
appreciation of retailing problems. 

One woman made serious and spe- 
cific “unfair working conditions” 
charges against two New York depart- 
ment stores, calling them by name. All 
argued that any wage increases brought 
first benefits to the retailers, as people 
generally have gone without needed 
and desired goods a long time. The 
labor spokesmen (mostly women) came 
from the American Federation of Labor, 
Dept. of Labor, Women’s Clubs, Wel- 
fare Leagues, Prominent Churches, and 
various trade unions. They were per- 
mitted strong liberties in presenting 
their case. They came well prepared to 
discuss the problem. Practically all 
had ample factual data said to prove 
their views. Unfortunately they seemed 
to think all retailers make barrels of 
money very easily. 

Percy Straus, president, R. H. 
Macy & Co., New York City, put up a 
one-man fight to protest against the 
“10 per cent above cost” clause under 
unfair competition. He did the same 
on restrictions which are placed on 
advertising of retailers in the same sec- 
tion. It is obvious that some of these 
advertising regulations will cramp some 
of Macy’s style. But from the broader 
viewpoint, these rules seem very equit- 
able and should curb a lot of vicious 
sales promotion practices. 

The hardware trade?s case was built 
around the brief by Mr. Howell. Other 
hardware men supported his claims and 
developed further emphasis on certain 
phases. Among the hardware witnesses 
who spoke are the following: Hobart 
M. Thomas, Creston, Iowa, N.R.H.A. 
Director; J. C. Christopher, Manager, 
Minnesota Association, and Wallace J. 
Stebbens, Chicago Retail Hardware As- 
sociation. 

Space in this issue does not permit 
further details of the Retail Code Hear- 
ing. More will be said on the subject 
in the next issue. This account gives 
most of the outstanding phases of the 
hearings. The text of the code appears 
on pages 17, 18 and 19 of this issue 
and should be read carefully. Some in- 
formal comments, written on the scene 
of action by the Editor of Harpware 
AGE appear on page 22. 


Syraco Self-Closing 
Perfection Lock Gate 


Operating automatically to prevent ac- 
cidental discharge of contents of oil, 
kerosene, gasoline, alcohol containers, etc. 
The maker states that it is guaranteed not 





to leak. Available in “4 in. E pipe thread 
and A wood thread. The Syracuse Stamp- 
ing Co., Inc., 1044 S. Clinton Street, Syra- 
cuse, N. Y. 


Cord-Bound SeaWool Sponges 


Are made of sheepswool and are rein- 
forced with rugged cord binding. Re- 
formed for uniform shape and compact- 





ness. The maker states that they are soft, 
pliable and tough. Schroeder & Tremayne, 
Inc., 500 N. Commercial Street, St. Louis, 
Mo. 


Red Devil No. 7 Wood Scraper 


WiWth double blade and made of alloy 
metal which will not rust. Heavily nickel 
plated, so it will make a permanent han- 





dle. Has weight advantage. Blades slide 
in and out of handle, into which user can 
put as many blades as desired. Landon P. 
Smith, Inc., Irvington, N. J. 
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“The Horse Business Is 


on full-time salary, ato his store. 

There you will find him today, in 
a well-eqnipped shop 22 x 24 ft. in 
dimensions in the right rear corner 
of Riley’s Hardware—and far, far 
busier than when he was in business 
for himself. In the little more than 
a year he has been with Riley, he 
has manufactured, and the store has 
sold 121 sets of harness—109 sets of 
work harness and 12 sets of light 
track harness. 

Prices range from $38 to $75 per 
set, but the set most frequently sold 
comes at $50. About half the harness 
is made on special order, the other 
sales being made from the varied 
stock which Sparks makes up and 
hangs up for display in the new room 
Riley has provided chiefly for that 
purpose. 


Riley and Sparks Make a 
Good Team 


Riley and Sparks really make a 
great team. Both are lovers of horses, 
and both know harness. Both go to 
an Ohio tannery to get the shop’s sup- 
ply of old-fashioned oak-bark tanned 
leather, and pay a premium over pre- 
vailing prices on every pound of 
leather for the finest individual sides 
to be made into Sparks’ harness. 

Both sell the harness that Arch 
makes, and every strap on every set 
is guaranteed, to be replaced free of 
charge if it breaks. Riley keeps a rec- 
ord of every set sold—the type of 
harness, the price, date sold, buyer’s 
name and address. And when a set 
is sold both Riley and Sparks delight 
in taking it to the farm and per- 
sonally fitting it on the horse. They 
have had the pleasure of thus fitting 
every set of harness they have made 
and sold except a few which have 
been shipped to distant buyers, in 
one case out of the state. 


30 Per Cent of Total Business 


Obviously the busiest, brightest de- 
partment of Riley’s store is the har- 
ness shop and the related horse bus- 
iness. It accounts for 30 per cent of 
his whole business—and most of it, 
remember, has come about in the last 
year. In 1932, for example, he sold 
406 horse collars, and so far this 
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year, up to June 1, he has sold well 
over 400 collars. Most of the collars 
he sells are of the leather kind rather 
than the cheap cloth kind, and aver- 
age around $4. And whereas the rest 
of the store runs on about a 50-50 
basis as regards cash and credit. 
Riley finds that the harness and col- 
lar department runs about 85 per 
cent cash. Five or six years ago, he 
says, about 70 per cent of his entire 
volume of business was credit. 

What would it cost you to set up 
a harness shop in your store, pro- 
vided you could find somebody like 
Arch Sparks who still has the skill of 
the fine harness maker? Well, Riley’s 
shop, complete, inventoried at $3,400. 
The two major pieces of machinery 
required are the electric stitcher and 
the foot-power stitcher. Bought new, 
they would cost approximately $750 
and $450, but might be picked up 
second-hand for, say a couple of hun- 
dred each, at the most. 


Good Repair Trade 


I almost forgot to mention the fact 
that aside from sales of new harness 
and accessories, a very considerable 
item in this department of the store’s 
business is in harness repair. At cer- 
tain times of the year Sparks is kept 
so busy on repair work that he can’t 
do much on new equipment. Then. 
too, there is the matter of oiling har- 
ness for the store’s customers. In the 
spring Riley’s oils about 200 sets 
of harness in its oil dip, at from $1 
to $1.25 each. 

The way in which Frank Riley ar- 
ranged his set-up to profit by the re- 
turn of Old Dobbin is characteristic 
of him. Still a young man, he is an 
old-timer when it comes to handling 
a hardware store that farmers like 
and feel friendly toward, in good 
times and bad. 


Learned One Lesson 


“One of the things I finally learned 
after some years of dealing with 
farmers is that you've got to be pretty 
much like them in a good many ways. 
For example, I used to be dressed-up 
all the time; slicked up like a big city 
office worker. In the past six or seven 
years I have known better. 


Great!” 


“TI learned gradually that farmers 
silently resented my being all dressed 
up during working hours—I was too 
blamed prosperous, or maybe [ was 
just too lazy to do much work. Grad- 
ually I retired my glad rags, reserv- 
ing them for wear outside of bus- 
iness hours. I even put on dirty old 
overalls once in a while to round out 
the notion that, by golly, ’'m a fellow 
that’s not afraid of hard, dirty work. 
And my family saves its very best 
clothes for out-of-town wear, too. 


Surveyed Farm Trading 
Territory 


“Another thing, | found out it pays 
to make a deliberate survey of your 
farm territory. | paid a chap $150 
some years ago to check up on all the 
farm homes in an area about 16 
miles square, around Richwood. He 
located 2700 farm homes. It took me 
a year in my spare time to do it, but 
I canvassed those homes one by one, 
making friendly contacts for my 
store. In the course of my visits | 
sold a lot of stuff, too, selling 79 
heaters alone. 

“Twice a year I go over the books 
with the bookkeeper, and if we 
haven’t had any business from a cer- 
tain family since our last check-up, 
I visit that home to see if anything is 
wrong. And if a new family comes 
into my territory, | make it a point 
to make it an early visit. 


“Horse Business Is Great’’ 


“The horse business is great, but 
I’m expecting a general improvement 
in business. When people start buy- 
ing freely again, it’s the fellow with 
the good stock on hand who is going 
to get the benefit of the first big buy- 
ing rush. I have increased my inven- 
tory 50 per cent over what it was five 
years ago, with that in mind. 

“Economic experts say we are 
due for a great spurt in building and 
remodeling soon. I have a full-time 
plumber and a full-time tinner in the 
store, each with his shop, on salary 
the same way as Arch Sparks is. And 
we're all set and ready for the boom. 
Let it come!” 
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LADIES # wARBELITE 


Signs Sell.... 


They are attractive, well 
made, serviceable, in de- 
mand and profitable to 
handle. 


Our line is a real money- 
maker. Send for litera- 
ture and prices. 





| The MARBELITE CO. 91 Warren St., N. Y. 








A STORE IS JUDCED 


By the Quality 
of its Stock 
Does your Rim Lock 
stock qualify? If 

not specify 


SKILLMAN 


Geod finish. Good ac- 
tion. Properly packed 
with knobs assembled. 
Distributed by jobbers. 


SKILLMAN HDWE. MFG. CO., Trenton, N. J. 


The most complete line of Rim Locks made. 


The Mark of Quality 
In Wiring Devices 


The Circle F Trade-Mark is 
your guide and assurance of 
absolutely dependable Elec- 
trical Wiring De- 
vices. Ask your 
Jobber to supply 
you with Circle F 
products. 


Circle F Mfg. Co 


Trenton N. J. 
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SA FREE SAMPLE 
of the 


For Mason Caps B V E R E D y 
No. 355 


CAP-MASTER 


Every kitchen needs one. 
Quickly opens Mason 
Caps, Screw Caps, Anchor 
Caps, Crown Caps. Handy. 
Simple. Quick. Sure. And 
what a bargain. Priced to 
sell at 15c—slightly higher 
in Far West and Canada. 
Strongly made of heavy 
steel, nickel finished, with 
green enameled handle. 
Each Cap-master has indi- 
vidual display and instruc- 
For Anchor Caps tion card attached. Ask 
your jobber—or write us 
at once—for sample and 
full information. 


EVEREDY 
COMPANY 


Frederick, Md. 





For Crown Caps 









Advertising Article 


(Continued from page 25) 


in the ad over to it. For instance 
you might have a main heading call- 
ing attention to the aluminum de- 
partment and its offerings. Feature 
that department. The secondary 
items would be selected from other 
parts of the store. Another time 
paints could take the center of the 
stage while the balance of the ad 
would carry related items or items 
from other departments. 

For the average hardware man 
who is not familiar with copy writ- 
ing or advertisement layout, we can 
give no better advice than that 
which appeared in our August 3rd 
issue on the subject of direct mail 


advertising and postal cards: Your 
local jobber can supply you with 
electrotypes, for printing, which 
show the actual merchandise. His 
catalog contains very efficient de- 
scriptions of the items that you need 
to phrase your own descriptions in 
your advertising. Study these job- 
bers’ catalogs, make use of their ex- 
cellent services and your advertis- 
ing will show a decided improve- 
ment and the results should please 
you. Your jobber does not use ex- 
travagant statements about the mer- 
chandise he offers you in his cata- 
log. He knows that you know the 
merchandise as well as he does. 





J. J. Leonard’s System 


(Continued from page 33) 


stock control card so that both are 
exposed and all essential data on any 
specific item appears when wanted. 
Near the cash registers in the base- 
ment Mill Supplies Department and 
on the main sales floor, separate pads 
bearing the letter for that department 
are maintained. Transactions are com- 
pleted just as quickly as in stores in 
which no similar system is used, as 
salesmen use idle moments to trans- 
fer sales from slips to the pad for 
that particular department. Then it is 
a relatively easy matter for the book- 
keeper to bring the stock control 
sheets up-to-date in a relatively short 
period of time daily. In this process 
the stock on hare figure is erased, 
being entered with lead pencil every 
day sales are made. 

Thus, looking from left to right the 
stock control card shows in the next 
or third column the date on which 
the last sale of that item was made. 
Maximum and minimum quantities 
stipulated for goods in stock are 
shown in the next two columns. If 
merchandise has been ordered this 
fact is entered with the date of the 
order in the next column. Before an 
order is made up, a report is called 
for on that specific item. This elim- 
inates any possible error that might 
occur from having stock in the win- 
dow, but not in its usual place, etc. 
When the merchandise on order is re- 
ceived it is checked off with a dupli- 
cate of the original order mailed to 
the supply source. This duplicate is 


then checked with the invoice and the 
entry is made on the stock control 
cards showing quantity and which 
month the merchandise was received. 
It is.also added to the “stock on 
hand” column. 

The remaining data appearing on 
the stock control card is self-explan- 
atory although for clarity it is per- 
haps best to point out that the min- 
imum quantities have been based 
upon a two-months supply. Also that 
in keeping stock control records of 
bulk items such as bolts, nails, and 
naval stores, full containers are de- 
ducted as they are opened for sale 
in small quantities. 

The prices appearing in the second 
column arg retail prices each, while 
prices shown in the extreme left hand 
column are actual net cost prices for 
merchandise delivered to the store. 

The system enables any salesman 
to tell whether any item that may be 
requested is in stock without asking 
other salesmen about it or conduct- 
ing a “searching party” for some 
item all salesmen agree is in stock, 
but find it difficult to locate. The 
actual work entailed in keeping the 
system in operation is about one hour 
of the bookkeeper’s time daily. Be- 
fore the system was installed the firm 
patronized 387 wholesale, distrib- 
uting and manufacturing concerns it 
now relies upon 25 firms and finds 
its needs are more satisfactorily met. 
The actual cost of the index system, 
cards and forms was $50. 
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with a 


YEAR ’ROUND| 
DEMAND 


Painters’ 
Friend 
Cleaner 


A quick turn-over item for hardware stores 
—A Ten Cent Paint Cleaner—(slightly higher 
in the West and in Canada). Easy and simple 
to use, kind to the hands and non-injurious 
to paint. Suitable for cleaning walls, wood- 
work, marble, tile, terrazzo, porcelain, lino- 
leum, pots, pans, glass and for all hard- 
to-clean surfaces. 
Order from your jobber or write 

Ma The CLEVELAND CLEANER & PASTE CO. 
CLEVELAND, OHIO 


Manufacturer of the Famous Cleveland and 
Electric Wall Paper Cleaners 





Packed 36 handy 12 oz. packages to the 
case, with display carton and free 
samples. Also packed in 35 pound pails, 
100 pound drums and 300 pound barrels. 





—, 





The BOSTON LINE of Garden Hose | 


EETS every garden hose need. 17 stand- 

ard nationally known brands of plied 
and moulded hose. Each 
brand a leader in its own 
price field. A complete 
line that gives you a hose 
for every purpose at a 
price for every purse. 


















BOSTON WOVEN HOSE & RUBBER C 


Cambridge, Mass. 





REAL sales representa- ' 





tives advertise in the 
"Sales Accounts Wanted" 
columns of the classi- 
fied advertising section 
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American Screws have a dual usefulness 
in this age of speed. They help to make 
construction so solid that it will be efhf- 
cient even after long runs at top speed. 


Their strong bodies and true 
running threads help to make 
speedy uninterrupted production. 





MACHINE 
SCREWS 


STOVE 
BOLTS 


TIRE WOOD 
BOLTS SCREWS 


AMERICAN SCREW COQ 


PROVIDENCE,R.I..U.S.A. 


WESTERN DEPOT, 219 WEST RANDOLPH ST., CHICAGO, ILL. 


Put lt Together With Screws 
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Cornell Bros. Modernize Their 


Hardware Store 


ODERNIZATION enabled 
Cornell Bros., Tuckahoe, 
N. Y., to sell $4,000 worth 
of slow moving merchandise; caused 
a greater circulation of traffic 
throughout the entire store; brought 
increase in the average sale and re- 
sulted in a greater upward trend in 
business during the past summer 
months than during the previous 
summer season. 

Following a visit to the exhibition 
held in connection with the 1932 con- 
vention of the New York State Retail 
Hardware Association, Bailey J. 
Cornell, active member of the firm, 
concluded that the “time was ripe 
to completely rearrange the whole 
store in-erder to keep in line with 
present day merchandising.” Under 
direction of L. R. Nachman, Lyon 
Metal Products, Inc., Aurora, IIl., 
The old store of Cornell Bros., Tuckahoe, N. Y., shown above, was considered the present layout was installed. 
modern in its day, but a visit to the New York Retail Hardware Association’s A comparison of the “before” and 


convention and exhibit in 1932 convinced the owners that the time had arrived 
for a modernization. Below: As it is today. 





“after” pictures shows the decided 


Wir 


? 
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HAND TOOLS 
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NEW BRITAIN, CONN. 
















Above is a 
reduced repro- 


duction of the head- 
ing of the ad which will 
appear in The Saturday Even- 

ing Post of September 9th... 
featuring the compact counter display 


Carton, 


MAIL THIS COUPON TO YOUR JOBBER =——=> | “” 


“THE SATURDAY EVENING POST 








BUY 
THIS RAZOR 


—not on account 


of the low price— 
| 


| Mr. Dealer — 


We are telling men 
to buy from YOU 


There is a public demand for the Christy 
Razor with 3 blades at 25 cents. This was 
proved by the results of the recent half- 
page in the Saturday Evening Post. The 
next half-page appears in the September 
9th issue. This advertising will be con- 
tinued in the Post during the balance of 
the year... With the public definitely in- 
terested in this offer, you should be in 
— to supply the demand created 

y this consistent advertising . . . Razor 
with 3 blades in attractive container, 
packed 12 toa carton. Full retail profit 
... Use coupon to order from your jobber. 


The CHRISTY SALES Co. 


Fremont, Ohio 











‘3D. 


Kindly enter our order for 
—Cartons CR-3 (Christy Razor with 3 blades, packed 12 to carton 


(Name of Jobber) 





, Address 




















AUGUST 








31, 


1933 





changes in the layout of the store. 
The photos look toward the back of 
the store. The store measures about 
forty by seventy feet. 

In the front of the store, the 
panels backing up the large display 
windows were removed to give 
greater light. Display units through- 
out the store permit removal and 
stocking of merchandise without the 
use of ladders. Only items such as 
wash boilers, incinerators and wheel 
goods are placed on the top of the 
units. 

Related items, most of them 
plainly price marked, are grouped 
together, although here and there 
the continuity is broken with the dis- 
play of a “bargain” or surplus item 
of an unrelated line. Only the small 
but more valuable items, which are 
easily pilfered or damaged by con- 
stant handling are kept in the glass 
covered display units. Neat panel- 
ing conceals much of the stock of 
tools, fishing reels, builder’s hard- 
ware, etc. 


A Special Display 


What was formerly an unsightly 
pair of elevator doors is now a 
special display for builder’s hard- 
ware items on an orange background. 
In place of what formerly had the 
appearance of a warehouse, in the 
rear of the store, there are panels 
just high enough to permit light 
from the rear windows to flood the 
store. Since the taking of the photo 
of the rearranged store two windows 
have been placed on a false wall in 
the back of the store. They are for 
the display of portiere and curtain 
rods and other window hardware. 
One is of the French type, while the 
other is like a sash window. 

The office is partially concealed 
on a raised platform, in back of the 
rear display wall. Underneath the 
office platform is a storage place for 
oil, and other bulky materials. At 
the other end of the false wall and 
also out of sight are the key-mak- 
ing equipment and accessories. 


Reduces Stock 


In addition to getting rid of slow 
moving merchandise during and 
since the rearrangement, the stock on 
display has been decreased, all sur- 
plus and bulky merchandise being 
stored in the basement or on the 
second floor. Equipment too good 
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to scrap but not conforming with 
the new arrangement has been util- 
ized for storage purposes on the 
second floor and in the basement, 
which also contains a machine shop. 
Old steel fixtures conforming with 
the new plan were repainted in the 
two tone shade in which the newer 
units are finished. 


New Register 


A new cash register keeps a record 
of individual sales of each clerk and 
enables a closer check on the relative 
volume of various departments in the 
store. With the new fixtures and 
new cash register the average sale 
per clerk has advanced from $1.00 to 
$1.20 and is continuing to mount 
upwards. 

Individual lighting units in the 
wider shelving sections are utilized 
on dark days and during evenings 
to make those displays stand out to 
greater advantage. 

Mr. Cornell keeps a graph show- 
ing the volume for this year as com- 
pared with the sales for the same 
periods last year. During the past 
summer a general upward trend in 
the Cornell store’s sales volume has 
been recorded, although the monthly 
volume is not generally as great as 
it was for the corresponding periods 
in 1931. Last year sales for August 
were better than those for July, while 
the September volume showed greater 
improvement over August sales than 
those of September, 1931, showed 
over August for that year. In pre- 
vious summer seasons August sales 
have been slower than the volume for 
July. Mr. Cornell attributes most 
of this increase to the new fixtures 
and the greatly improved layout, for 
people who formerly sought the 
wrapping counter as a place to lean 
on now circulate through the store. 


Comparing Old and New 


In comparing the old and new 
store layouts Mr. Cornell said, 
“Under the old system, with com- 
paratively narrow aisles and a single 
wrapping counter, four or five wait- 
ing customers would congregate in 
front of the counter and form a 
crowd. Now with the wide aisles 
and attractively arranged displays 
the waiting customers circulate freely 
about the store and a dozen people 
do not give a sense of congestion 
which half that number formerly 





did. In addition the waiting custo- 
mers will ‘browse’ around and find 
half a dozen items they want, when 
they came in with the intention of 
purchasing one or two.” 

Summing up his enthusiasm for 
the new arrangement Mr. Cornell 
said, “If the favorable comments of 
the customers are any indication, the 
advertising value of the added in- 
terest and attraction of the store is 
in itself a good return on the invest- 
ment.” The improvements have 
been such profit builders that Mr. 
Cornell hopes with better business 
conditions to remodel the front of 
the store at some future time. 

Associated with Mr. Cornell are 
three clerks, who do most of the 
buying and handle _inventorying. 
They study their merchandise and 
the circular matter issued on it, so 
that they can give convincing sales 
talks to customers and prospects. A 
stenographer-bookkeeper, a shopman 
and a delivery man help in carrying 
on the business. 


Story of Progress 


Bailey _J. and William Cornell 
bought the business from William 
Rubly in 1909 and until moving to 
the present location at 107 Lake 
Ave., in 1921, made no very great 
changes in store layout. Speaking 
of the time the store was moved to 
its present location Mr. Cornell said, 
“Very little new equipment was pur- 
chased at that time but the better 
proportioned space enabled us to 
modernize display arrangements to 
some extent. As the business grew 
some metal display tables were 
added from time to time but no 
definite plan of store arrangement 
was worked out until early this 
year.” 

Tuckahoe grew from a village of 
2000 inhabitants to a _ built up 
suburban unit, since the Cornells 
bought their business. In 1909 the 
store dealt largely in farm imple- 
ments and supplies. During recent 
years it has been necessary to add 
new lines and discard old lines to 
meet the demands and needs of the 
community. Now that the store has 
both modern-day merchandise and 
modernized store arrangement the 
store staff and the customers are well 
pleased. 

The new store is paying very well 
—with increased sales volume. 
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These bring buyers 


into the stores 


In your show window, display several packets of 


Moore 
Aluminum Push-Pins 


Many people who see them, immediately buy these new 
Push-Pins, which can be used with or without a hammer. 


In Window- 
6 for 10 cents Front Packets 
Your Jobber can supply you 


MOORE PUSH-PIN CO. 


113-125 Berkley St. PHILADELPHIA, PA. 

















To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N. Y. 


WATERPROOFED - GUARANTEED 






The Original “JUMBO” 


FIRE SHOVEL 
Carries a 600% Overload hg 






flare HANDLE —— 
uby sn CAPACITY 


BI 
HANDY SHAPE 
BAKED ENAMEL 






TRIPLE STRENCTH 


This one feature alone makes “JUMBO” supe- 
rior. The new triple steel TRUSS is found on 
no other shovel. It will stand an overstrain 
of nine to twelve times its capacity. Be sure 
you check this important point and ask for 
the original ‘‘JUMBO.’ 

Write for prices, Pe your jobber can’t supply 
the genuine “JUN 


PATENT NOVELTY co., Fulton, tll. 











Polar Pak Sells Itself—Just Show It 


For Picnics, Fishermen, Motor- 
ists, Home Use, Hotels, ete. 
Made of heavy gauge steel, 
baked green enamel finish. No. 
712, height, overall, 103”; dia. 
84", wet. 5% Ibs., gtx f 
seven 12-0z. bottles. No. 1212 

height 10%”; diam. 914” x 12”; 
wet. 8 lbs.; cap. twelve 12-oz. 
bottles. Packed in individual 
cartons, 12 cartons to case. 


Polar Pak can be iced and 
taken on boats, picnics, motor- 
ing. Bottle opener attached to 
cover for convenience. Popular 
price—display it with bottles— 
it sells right away. Handled by 
leading jobbers. 





1212 
Manufactured and Sold by— 

TOLEDO PREMIUM SPECIALTIES, INC., TOLEDO, OHIO 
for Universal Container Co., Toledo, Ohio 








For all 

Headed and 
Threaded Products 

. Standard and Special 


. send your inquiries to... 


uPS ON NUT Diviston 


REPUBLIC STEEL CORPORATION 


CLEVELAND, ‘Re OHIO 





Steel Brick and Mortar Hods 


= 


ortar, No. 162 Brick, 
seniz” : eee deep 22”z10"x7” deep. 
Have been used he years because of their seneath 
and lightness. No dripping onto the user’s back. 
They are all steel too. 
Present Prices Will Interest You 
Made by 


THE CLEVELAND WIRE SPRING CO. 
E. 38th St. and Hamilton Ave. as Cleveland, Ohie 














“We Wouldn’t Think of Using Anything Else” 
Says Report Coming from Users of 





Soldering & Tinning Flux 


The old favorite for 25 years. It’s 
favored because of its superior 
fluxing qualities, non-corrosive fea- 
tures, and it’s free from objection- 











COMBINATION able fumes. It makes cleaner, 
SOLDERING ns TINNING tighter and more lasting joints. 
FLUX Now available in 3 forms—liquid— 


Paste—Core Solder. 
Send for free samples. 
The Ruby Chemical Co. 


58 McDowell St. 
Columbus, Ohio 





FOR ALL METALS 
= bith 


The Ruby Chemical Co. 
COLUMBUS. HID 
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SAMSON C YRDAGE WORKS 


BOSTON, MASS. 


Yate) = OOO). 0D) 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality forits particular use. 


"There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 














CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 








Use the “Classified Opportunities Section” 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





THE FOLLOWING RATES 


“Sales 


Accounts Wanted” and “Sales Representa- 


apply to “Business Oppertunities,” 


tives Wanted” advertisements. 





Set Solid, Minimum of 50 words - $3.60 
Each additional word ........... 06 
All Capitals, Minimum of 50 words.. 4.00 
Each additional word ..........- 08 


Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 





to Reach Hardware Manufacturers, 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 


BOXED DISPLAY peepee” 
" QTeerrererrerr rire tt. $5.00 
Each additional Gate occ ccccccssoce 4.00 


Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts deo 
not apply on Positions Wanted or Help 
Wanted Advertisements. 


HARDWARE AGE is published evcry other 
Thursday. Forms close Nine Days previous 
to date of publication. 

Address your advertisements and replies to 
HARDWARE AGE, Classified Sopersgatticn, 
239 West 39th St., New York City 

















BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 





GOOD GOING HARDWARE BUSINESS 
FOR SALE located in one of the most prosperous 
towns of the Mohawk Valley. Business is in 
good condition and has a good reputation among 
the jobbers in the community. Will sell reason- 
able in order to settle estate. Address—Mrs. 
a a A. Pulver, 46 Orchard St., Canajoharie, 


FOR SALE: HARDWARE STORE “AND 
BUILDINGS in Town of 3500 population in 
Western part of New York State—$10,000 net, 
can be made a year. Must have $35,000 cash or 
collateral. Address: G.H.C., care Harpware 
Ace, New York City. 





“SALES ACCOUNTS WANTED — 








WE PAY 15% ON NET SALES 
each Thursday of cach week on PAID ACCOUNTS 


Rapid Repeating Item Give States desired and 
coverage. Now open-—Pacific Coast including inter 
mountain territery north to south. the Dakotas, 
Minnesota Michigan, lowa, Kansas, Nebraska, 


Missouri, Oklahoma, Wisconsin, Illinois, Kentucky, 
Ohio, Indiana, Pennsylvania, upper New York State, 
and New England A Metallic Universal Mender. 
Address Box B 200 c/o Harkpware AcE, 239 West 
39th St., New York City. 














_ LINES WANTED FOR FOREIGN DIS 
[RIBUTION. Societe “MONOLAMP” inanu- 
facturers of indirect lighting fixtures in Paris, 
France, are open to add to their line a useful and 
indispensable household utility of American make 
on a commission hasis, for France exclusively. 
Offices and showrooms close by the Italian Boule 
vard. Our local agencies through France num 





bering close to a hundred would create a good | 


market for the right product. Address all com 
munications to: Mr. M. Garfunkel, 370 West 35th 
St., New York City. Phone: Bryant 9-7941. 


MANUFACTURER’S REPRESENTATIVES 
LOCATED IN NEW YORK CITY, selling the 
hardware and mill supply trade and the depart 
ment stores. desire additional line Warehouse 
facilities. Territory covered—Metropolitan dis 
trict, New Jersey, Philadelphia, Wilmington, 
Baltimore, Washington, and Richmond and Nor 
folk in Virginia. Twelve years experience. 
References. Address Box B-208, care Harpware 
Ace, New York City. 

,, ATTENTION MANUFACTURERS M AIN- 
TAINING OFFICES in Northern and Southern 
California, and, actively covering the Pacific 
Coast States as Manufacturer’s representatives in 
household and Hardware specialties, a well-known 
company seeks a few additional lines. Manufac- 
turers desiring close cooperation and earnest ef- 
fort in the distribution of their products will 
please communicate with Box B-206, HarpwarE 


Ace, New York City. 
HAVE OFFICE 











d AND SHOWROOM IN 
NEW YORK CITY, calling on the trade in 
Metropolitan New York. Will be pleased to hear 
from manufacturers desiring representation in 
this territory with a stock on hand for im- 
mediate shipments. Also having the benefit of an 
experienced selling force. Address Box B-211, 
care Harpware AGe, New York City. 

LIVE JOBBER WITH OFFICE AND 
WAREHOUSE facilities in Chicago, traveling 
three men, covering the west and middle west, 
will handle on consignment basis a line of plumb- 
ing supplies, tools, or builders’ hardware. Best 
reference. Address Box B-204, care HarpWARE 
Ace, New York City. 

WANTED DIRECT FROM MANUFAC. 
TURER, OR IMPORTER, lines for sale to 
Hardware Stores, Furniture Dealers and general 
Merchandise Stores, in Minnesota, Towa, Dakotas 
and Wisconsin. Twenty-five years experience and 
best of references. Address Box B-203, care 
Harpware Acer, New York City. 
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COMMISSION MEN, WE OFFER SOME 
OPEN TERRITORY on commission basis on a 
wire line consisting of dish drainers, cake coolers, 
pot cover holders, egy baskets. soap dishes, 
french fryers, display baskets, delivery baskets, 
display stands, etc. Address Box B-196, care of 
Harpware Ace, New York City. 


WANTED — DISTRIBUTING AGENCIES. 
We have storage and shipping facilities to take 
on one or more additional lines for distribution in 
Pittsburgh territory either as transfer agents or 
transfer agents and the jobbers combined. Corre- 
spondence solicited. Address The I. W. Scott Co., 
500 Liberty Ave., Pittsburgh, Pa. 











SALES REPRESENTATIVES WANTED | 





SALESMEN WHO ARE ACTUALLY IN 
CONTACT with buyers for wholesalers, jobbers, 
mail order houses, large department stores or 
other large di 
in buying highest quality merchandise AT 
PRICE. Items already handled in regular line 
by majority. A-1 side line on commission basis. 
Quantity production on these items enables us to 
offer best prices. Address Box B-205, car 
Harpware Ace, New York City. 


SALESMEN WANTED TO SELL the well 
known line of Arline Steel Flexible Rules on a 
commission basis to wholesale hardware, large: 
retailers and department stores. When applying 
state territory covered and lines carried by you 
at present. Address: Kirsh and Kirsh, Inc., 167 
Madison Ave... New York City. 

SALES REPRE TATIVES AND SALES. 
MEN WANTED © sell full line of Beer Dis 
pensing Equipment, Foot Railing and Accessories, 
in Western, New England and Southern states. 















distributors who would be interested | 
A | is the time to replace that out-of-date catalog. 








POSITIONS WANTED 


EXPERIENCED SALESMAN, NEW OR- 
LEANS DISTRICT, desires connection with 
manufacturer or importer of hardware or kindred 
line catering to jobbers, large retailers, depart- 
ment stores, premium users. Louisiana, Missis- 
sippi, Texas. Unquestioned integrity and favor- 
ably-known untiring worker; no boozer or one-call 
'?. Address 2445 Gladiolus St., New Orleans, 








OIL BURNER MAN WITH FIVE YEARS’ 
EXPERIENCE selling, installing and servicing— 
rotary, gun-type and range burners, wants posi- 
tion as working manager of an oil burner depart- 
ment. Age 35, married. References exchanged. 
Address Box B-199, care of Harnpware Ace, New 
York piccnal 





MR. JOBBER OR MANUFACTURER! Now 


Having been chief compiler and editor for a 


| large catalog publisher 1 am capable of making 


your catalog “whether 16 or 1000 pages at your 
office or here in New York City. Address Box 
B-210, care Harpware AGre, New York City. 





HARDWARE SALESMAN AND _ ASSIS- 


TANT MANAGER in retail store for seven 
years seeks permanent connection as outside sales- 


| man fer large reliable jobber or manufacturer. 


To Hardware and Plumbing Supply Stores, also | 


Bar ye we gti PARKER ye & 
TUBE CO.. 27 LUDLOW ST., N. Y. 

NEW POWDER: OUT OF THE SAME BOX 
makes water-proof glue, crack-filler, wood dough. 
and putty, excels on large repairs. Weld Wool 
Products, 2204 Nichols Ave., S. E., Washington, 
Bm. €. 











HELP WANTED 


EXPERIENCED HARDWARE MEN located 
throughout the Metropolitan district of New York 
City will find it to their advantage to register 
with this Bureau for positions. We are called 
upon from time to time to fill vacancies in the 
hardware and allied trades, from the executive 
to the errand boy. We n young men of 
intelligence, training and experience to fill these 
positions. No registration fee required. No 
charge unless placed. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
New York City 

HARDWARE SALESMEN — EXCELLENT 
PROPOSITION for a man who sold hardware, 
house-furnishings, electrical and plumbing  sup- 
lies to the retail stores in Manhattan and vicinity. 

State experience, whether you have dealer follow- 
ing, automobile, and territory covered. Address 
B-188, care of Harpware Ace, New York 

ity. 














POSITIONS WANTED 


EXPERIENCED HARDWARE PERSON 
NEL with many years of training in the hard 
ware and allied industries are registered witt 
this Bureau. You will find among our applicants 
the highest types of executives, salesmen, clerks 
and technicians, each thoroughly experienced in 
his line. is is the only employment agency 
that specializes in the hardware industry. If we 
can help you in any way, please do not hesitate 
to call upon us. e charge you nothing for this 





se 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street 
New York City Wisconsin 7-1802—1803 


Good references, thirty-three. Married. Prefer 
territory in Michigan or border states. Address 
Box B-209, care Harpware Ace, New York vias 


POSITION. AGE 35, MARRIED, High 
School and College education. Seven years man- 
ager large retail store. Eight years wholesale 
jobbers traveling salesman. References. Address 
Box B-202, care Harpware Ace, New York City. 








NOW AVAILABLE, A THOROUGHLY ExX- 
PERIENCED salesman, 15 years with leading 
manufacturers as salesman; 2 years as_ sales 
manager. Wide acquaintance with the better 
buyers of tools and hardware. Personal sales in 
excess of $300,009 per year. Unquestioned ref- 
erence. Address—Box B-207, care Harpware 
Acre, New York City. 





SALESMAN: WITH 15 YEARS SUCCESS.- 
FUL RECORD selling nationally known lines 
in eastern territory, seeks connection with sales 
staff. Would also consider an agency proposition. 
Have sold to wholesalers, retailers and industrials. 
Most recent connections in building supply field. 
Can furnish excellent references and am available 
immediately. Address: Irving W. Batterman, 
9446-85 Road, Woodhaven, Long Island, N. Y. 


SALESMAN-—-MARRIED, CHRISTIAN, 
WITH CAR, desires connection, good house, for 
Long Island territory, Nassau and Suffolk 
counties. Experienced in Paint line and well- 
known to Hardware, Paint and Lumber yards 
this territory. Lived on territory for past six 
years. Address Box B-182, care Harpware AGE, 
New York City. 

ASSOC IATED D PL -LACEMENT “BU RE AU 

152 West 42nd St. 
New York City 

We have received and properly filled the ap- 
plications for employment from sales represent- 
atives from all parts of the United States. Should 
you he interested in representation in the follow- 
ing states please communicate with the above 
organization and you shall receive prompt and 
intelligent service. You are under no obligation 
to us for this cooperation. 

Connecticut, Florida, Illinois, Towa, Massachu- 
setts, Michigan, Missouri, New Jersey, North 
Carolina, Ohio, Oregon, Pennsylvania, Rhode Is- 
land. Texas, West Virginia. 
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Adhe 
Alum 
Amer 
Amer 
Amer 
Amer 
Amet 
Amet 
Amet 
Amer 
Ame: 
Arca 
Arms 
Atki: 
Atlas 
Auto 
Auto 


Babe 
Bald 
Ball 
Bass 
Behr 
Bem 
Bett 
Biss 
Blai 
Bon 
Bos! 


Bro’ 
Bru 
Bur 


Cal 
Car 
Chi 
Chi 
Chi 
Chr 
Cin 
Cir 
Cla 
Cla 
Cla 
Cle 
Cle 
Cle 
Cle 
Col 
Col 
Cor 
Cor 
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HILL CLOTHES DRYER CO., Inc. 


Manufacturers 


MEMBER of the famous: 


Hill Champion, Eureka 

Atlas Style D 

Spartan Style H 
and Roof Dryers 


HILL 


CLOTHES DRYER CO, Inc., Worcester, 


New York Distributor 


H. Kornahrens, Inc. 





WE DO OUR PART 


Mass. 


IVES Patent Ventilating Lock 





Showing Window Showing Window 
Closed. Open. 


Manufacturers of 
“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 








Bommer 
— Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 





Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 

















O. AMES 


The Shovel That Built America 
AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 


Famous A B W Brands 


O. AMES KNOXALL RED soos 
BRONCO MONONGAH PON 
PACEMAKER HUSKY COAL BLUFF 








N attractive, fast-moving 
item. Descriptive folder 
and prices from your 


jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhattan, In=. 
BRIDGEPORT CONN. 


















Display Assortment Contains: 


2 Pkg. 210 Black 

2 Pkg. 210 Tan 

| Pkg. 210 Red 

| Pkg. 210 Brown 

| Pkg. 210 White 

2 Pkg.210 Green 

| Pkg. 43 Brass Pl. 
| Pkg. 42 Brass Pi. 
| Pkg. 220 Black 

| Pkg. 220 Blue 

| Pkg. 220 Tan 

| Pkg. 220 White 

| Pkg. 1512 Antique 


| Pkg. No. 9 Antique 
jy Ra A vs Sn 1 Phe. 7 7/16 N.PI.Thumb- 
ack. 


ealer 
Pp: econtal le 
— oles Weight 2% tbs. Complete 


We protect the Hardware Jobber and Independent Merchant. 


Robert E. Miller, Inc., 35 Pearl Street, New York City 
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[UFAIN TAPES— 
RULES and TOOLS 


Best quality prod- 
ucts for every meas- 
uring requirement. 


THE [UFKI. > i 
SAGINAW, MICHIGAN 


106 Lafayette ‘a New York City 





SEE Op ORECTON wae 
mn o) 


HOW FAST 
can he move 


on his HANDS 
and KNEES? 















HARDWARE AGE 




















| ANNOUNCING 


MYERS 
CENTRIFUGAL PUMPS! 


The achievement of an 
organization long skill- 
edin the designing and 
manufacturing of Qual- 
ity Built Hand and 
Power Pumps for Every 








If you are interested in centrifugal pumps either as a 
quantity distributor or as a dealer you will find the answer 
in the new series of MYERS CENTRIFUGAL PUMPS 
now Offered for the first time as a long sought for addition 
to the Myers line by the pump trade in general. 


Purpose. Here you will find another triumph of Myers engineering 
experience. Advanced in design with many improvements | 
and refinements. Built to high efficiency standards. Of | 
exceptional merit and practicability from the standpoint | 
of economy and greater volume. Moderately priced. You | 
will appreciate and value highly the many Myers features 
that will give your customers the utmost in service sat- 
isfaction. 





The story of Myers Centrifugal Pumps, with complete 
information as to styles, sizes and prices, and with tables, 
charts and curves, is told in the new Myers Centrifugal 





2 || Catalog, No. CT34, a copy of which will be mailed promptly 
to any dealer or distributor who requests it. 






Fig. 2799 
Direct Connected 
To Motor 










THE F. E. MYERS & BRO. Co. 




















} ga roke Oe eg i | ASHLAND, OHIO 
ae are AY ERS iene} PUMPS, WATER SYSTEMS, HAY TOOLS, DOOR HANGERS 
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Theres a 


ai" 
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GENERAL WASHINGTON 


For Coal 


THE RIGHT SIZE 


The four new WASHINGTON models are 
made in a full line of sizes — seven different 
capacities in the coal burning model, each with 
a 20 to 1 ratio (radiation surface 20 times the 
grate area) used as a standard by manufactur- 
ers of basement furnaces; three sizes in the 





HEATER 


Gray & Dudley Company 
now presents a complete 
line of WASHINGTON 
Furnaces — four models 
with heating units scientifi- 
cally designed and built to 
operate most efficiently— 
each on a different fuel. 
All of the cabinets are sim- 
ilar in appearance having a 
distinctively beautiful por- 
celain enamel finish in burl- 
walnut with two-tone maple 
panels. 


With these four WASH- 

INGTON models you can 
\. meet the fuel requirements 
=| of every prospect. 


ou 3 
FOR EVERY NEED 


wodod burning model; three sizes for gas; and 
two sizes for oil burning. To speed your heater 
sales —to cut inventory losses—to increase 
profits and add to customers’ satisfaction—in- 


vestigate the WASHINGTON proposition. Write 
or telegraph 


GRAY & DUDLEY COMPANY, Nashville, Tenn. 
Established 1862 


«FOR WOOD 


«FOR GAS 


Burns natural 
or artificial gas; 
three sizes. 


Extra large doors; 


cheery 
three sizes. 


fireglow; FOR OIL 


Burns 38/40 dis- 
tillate or furnace 
oil; two sizes. 


HARDWARE AGE 











